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MYSORE 
SANDALWOOD OIL 


Since 1913, when the Mysore Department of 
Industries was instituted, the industrial 
and agricultural development of My- 
sore has gone steadily ahead. Plans to 
develop Mysore’s vast resources will con- 
tinue a record of progress that has earned for My- 


sore its proud title of “The model state of India.” 


One of the most famous of Mysore’s many prod- 
ucts is Sandalwood—Santalum Album 
(Linné). Obtained from selected My- 
Genuine 


sore heartwood, Mysore 


Sandalwood Oil, distilled at our 


Linden, N. J., plant, is the chosen standard 


of purest quality by all leading Perfumers. 


“I Otpelte Effence Diftillers”” 


Ww. J. BUSH & CO. 


INCORPORATED 


Essential Oils ° 


19 WEST 44th STREET, NEW YORK 36, N. Y. 


LINDEN, N.4J. : 


NATIONAL CITY, CALIFORNIA °* 


Aromatic Chemicals * Natural Floral Products 


@ MUrray Hill 7-5712 


LONDON © MITCHAM * WIDNES 





lyn Factory 


OILS 


CLOVE BALSAM PERU OPOPONAX 
NUTMEG CELERY PIMENTO 
ORRIS LIQUID, Conc. GERANIOL OLIBANUM 
STYRAX CITRONELLOL SANDALWOOD 
CASCARILLA PATCHOULY 


also LINALOOL * CITRAL EUGENOL ° RHODINOL 


RESIN LIQUIDS 


OLIBANUM STYRAX 
LABDANUM BALSAM PERU 
OPOPONAX BALSAM TOLU 
ORRIS BENZOIN TONKA 


Essential Oils @ Aromatic Chemicals @ Perfume Materials Cola 


6 6 OFFERING ROSE ABSOLUTE 
y 


ears of continuous quality service— 
suppliers and manufacturers of— 


Essential Oils * Aromatic Materials - Flavg 
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If our Hydro Rose brought about 
for you a lower cost together 
with the improvement of your fragrance 


TRY 


HYDRO LILAS 

HYDRO SYRINGA 
HYDRO HONEYSUCKLE 
HYDRO VOILETTE B 


all fine, powerful odors 


ROURE-DUPONT, INC. 


ESSENTIAL OILS, AROMATIC CHEMICALS AND PERFUME BASES 
GENERAL OFFICES 
366 MADISON AVENUE, NEW YORK 17,N. Y. 


CHICAGO BRANCH LOS ANGELES BRANCH 
510 NORTH DEARBORN ST. 5517 SUNSET BOULEVARD, HOLLYWOOD 
SOLE AGENTS IN UNITED STATES AND CANADA FOR 
ROURE-BERTRAND FILS et JUSTIN DUPONT 


GRASSE (A. M.) FRANCE ARGENTEUIL (S. & O.) FRANCE 
j 
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PLASTAFOL 


New TRANSPARENT PACKAGING BY 
A Sales Consation! 


This new GAIR PLASTAFOL packaging which is a com- 
bination of Rigid Plastic with GAIR famous CARTONS is 
an outstanding achievement in the folding carton industry. 

GAIR PLASTAFOL combination carton is definitely a 
SELL-ON-SIGHT package with a large area for product 
visibility. The ingenious transparent panels are so sturdy 
and rigid that it will not crinkle or break even when the 
cartons are used for mass displays on the: counter, shelf 
or windows. PLASTAFOL is a sales-promotion masterpiece. 


® 


ROBERT GAIR COMPANY, INC. 155 cast 44 STREET, NEW YORK - TORONTO 
PAPERBOARD + FOLDING CARTONS ~- SHIPPING CONTAINERS 
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BUY POLYOLS 
ON FACTS! 
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. + Price and Price Stability 


The price trend of sorbitol continues downward as production is 
increased. Its price stability alone makes it the “best buy”’ in 
polyols. 


... Performance 


Sorbitol and other related Atlas polyols frequently outperform 
similar polyhydric alcohols. Sorbitol has a better taste, greater 
purity. It is utilized by the human body as food. Sorbitol has a 
narrower humectant range than other conditioners and is 
chemically stable. 





Used in cosmetics, tobacco, glue compositions, protective coat- 
ings, food, pharmaceuticals, and other products, sorbitol has 
proved its quality characteristics. 


.-» Availability 


Sorbitol, derived from an almost inexhaustible supply of sugar, 
is available in almost unlimited quantities. 





Write today for the valuable 22-page Atlas sorbitol book con- 
taining charts, usage tables, and other helpful data. Personal 
technical assistance is available at your request. 










COTO Industrial Chemicals Department 
SO 
PLIES 


‘(ATLAS ATLAS POWDER COMPANY 


act te 
O72 WILMINGTON 99, DELAWARE + OFFICES IN PRINCIPAL CITIES 
SS SIlZ— 











ATLAS POWDER COMPANY, CANADA, LTD., BRANTFORD, CANADA 
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other perfume oils .. . bring o 
of natural Jasmine. 3° 


i 
Powerful, but not dominating. Other 


: = ? 
are not submerged, by the adc of JASMONENE. 





Add it to Vetiver and Orient 
some new excitement .. .; 





lors . . . create yourself 
¥ customers, as well! 


Soap perfumery, too, will get a lift from JASMONENE. 
It imparts an excellent odor quality that’s most desirable. 


j a 3 a: : . And check it you may! 
And .. . JASMONENB'S as pleasing in price as it is uniform in Shepp enh Ses eemnghen 


character. More reason to check its possibilities in your products. of JASMONENE on your 
; letterhead. 


S.B. PENICK & CO 


50 Church Street, New York 7, N. Y. T 
735 West Division Street, Chicago 10, 
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Reach for More Sales by having your products made 


Specialists in fine cosmetics 
are at your service. 


Experienced workers 


prepare your products. 


Cosmetics made by Avon 
bring you repeat sales. 


April, 1952 
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by the PRIVATE BRAND DIVISION 


OF AVON PRODUCTS, INC. 


The increased volume you want— 
whether of fine cosmetics or toiletries 
you now make, or of new products— 
can be handled confidently, without 
further plant investment on your part, 
by entrusting their production to 
Avon. 

The experienced staff of Avon workers, 
directed by internationally-recognized 
cosmetic technicians, can produce for 
you cosmetics and toiletries that are new 
and repeat sales builders. 

Your products will get the same atten- 
tion to quality that distinguishes Avon's 


present production of many well-estab- 
lished private brands. You have available, 
if you wish, the product and formula 
assistance of Avon specialists in every 
branch of cosmetic and toiletries pro- 
duction. With more than 60 years of 
experience in the field . . . an experience 
difficult to match elsewhere . . . Avon is 
prepared to produce quality products 
that invite more sales for you. 

Call or write Avon for complete infor- 
mation and production data concerning 
the specific toiletries or cosmetics on 
which you seek greater volume. 


CCH Pridl (J, WNC. 


30 Rockefeller Plaza, New York 20, N. Y. 


Strategically Located Plants & Laboratories 


Suffern, N. Y. ¢ Pasadena, Calif. « Montreal, Canada 
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ITS A PART OF THEIR JOB 
TO MAKE YOUR JOB EASIER 


Ox: of the distinguishing characteristics of our 
business is its diversification,—a fact which brings our 
field men in almost daily contact with varied segments of 
American industry. As a result, they frequently find 
themselves in the middle of more perfume and flavor 
problems in the course of one short week than the aver- 
age manufacturer faces in an entire year. That is why, 
when they sit beside your desk discussing your prob- 
lems, they can draw upon a rich fund of knowledge that 
oftentimes goes far beyond the question immediately at 
hand. Repeatedly, thev find themselves in the position 
of helping a buyer in one industry through their familiar- 
ity with the common-sense procedures practiced in an- 
other. This long accumulated know-how, supported by 
intimate, personal knowledge of the perfume and flavor- 
ing raw materials, oils, aromatics and specialties of our 
trade, gives FRITZSCHE representatives ready entree to 
the buying offices and laboratories of many of industry's 
most progressive companies. And this is no wonder, be- 
cause many’s the time our salesman’s visit has paid off in 
a tough problem being solved and some busy executive's 
job made that much easier. Perhaps one of our men will 


be the means, someday, of making your job a little easier. 


FRITZSCHE BROTHERS, Inc. 





“BUT HOW’S IT GOING TO TASTE?”’ 


At the moment any new medicinal is about to be taken,” the question most important 
to the patient and to the manufacturer who produced it—is this: “How's it going to 
taste?” An accurate clue to the product's eventual success or failure might well be 
found in the taker's unguarded response Should it be: “Tastes awful!, the manu- 
facturer will be wise to take quick measures for its improvement. Contrariwise, an 
Um-m-m, . . . not bad!’ could be a good augury for its future. But unless the 
pharmaceutical manufacturer can offer a preparation .that ts truly palatable, he might 
better withhold its distribution until he has applied the recommendations of some 
reliable flavor specialist for its improvement. FRITZSCHE has the specialists who can 
adi 15e@ JOH, 


sed 
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PORT AUTHORITY BUILDING, 76 NINTH AVENUE, NEW YORK 11, N. Y. 


BRANCH OFFICES and *STOCKS: Atlas ( re l Ml druse Chica Iiliness, Cincinnats, 
Ome Cleveland, Ob: I ing Caliform hiladelpl -ennsy lt ante San Franca Caltforma, 


*St. Lomas, Missours Toronto, Canada and 
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NEWS FROM 
RICHFORD 


It looks like another big 
year for stick cologne. 


We're certainly ready 
for it, and our new ““PUSH- 
UP” stick cologne con- 
tainer in 3 purse sizes is 
already playing an impor- 
tant role in the planning 
of many top firms. 


““PUSH-UP”’ and the 
other Richford engineered 
containers shown here are 
ready now. 


If you have any container 
problem, we'll be glad to 
work with you. 


Cordially, 


P. E. Roehrich, Pres. 
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RICH FORD — — CREATIVELY 


ENGINEERED STICK COLOGNE CONTAINERS 


GOLDEN METAL 
PURSE STICK CONTAINER 


The container with the single push-up, 
push-back seal that permits direct filling 
without use of molds or foil. In 2 sizes. 
(Also available without push-up seal for 
ordinary use.) L. 


RICHFORD STICK COLOGNE BOTTLES 


ee ere 


FOR 
HOME USE 


FOR 
THE PURSE 


Write for 
Samples and Prices 


*TRADE MARK 
° 7 


ny ‘ 
Bee. 2 = Seamer. 
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Founded in the glamorous 
period preceding the French 
Revolution, the House of Antoine 
Chiris has, since 1768, stood for 
high quality standards in the 
Essential Oil and Aromatic Indus- 
tries. > 
Cngraving eighteenth contury 
Its exclusive occupation since its 
inception is producing of 
Essential Oils, Floral Absolutes 
and Aromatic Specialties—from GRASSE PARIS NEW YORK LONDON’ SAO PAULO 
materials garnered the wide world 
over, many grown on Chiris’ own In each city there is a Chiris 
plantations. organization pooling all 

the experience and technical Ie regard it as a privilege to 
THE INTEGRITY OF CHIRIS resources of nearly 200 years of consult on your aromatic problems. 
PRODUCTS HAS WITHSTOOD activity in the world’s Essential Oil Our creative laboratories are at 
THE TEST OF TIME. and Aromatic Industries. your service. 


ANTOINE CHiRis Ore | 


119 WEST 57th STREET, NEW YORK 19, N. Y. 


a, ey eee See es ae es ae ee ee 
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LAUTIER FILS 


WORKS AT GRASSE GRASSE ESTABLISHED 1795 


LONDON 

POWER ROAD. CHISWICK W. 4. 
BEYRUTH 

BOITE POSTALE 135 
PARIS 

6 RUE LAS CASES (Vilo) 


ESSENTIAL OILS 


AROMATIC CHEMICALS 


PERFUMERY 
RAW MATERIALS 
CONCENTRATED 
FLORAL PRODUCTS 
FRUIT AND 
FLAVOURING ESSENCES 


SOLE DISTRIBUTORS 
LAUTIER FILS 


INCORPORATED 
321 Fifth Avenue, New York 16, N. Y. 


Vice eC 
Sera volta ita ea eek 


all over the world 
In enormous stills 
such as this 
L. F. 


continuously distills 
raw materials from 
all origins 
yielding a wide variety 
of essences 
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... CHOOSE THE MOST 
POWERFUL LIPSTICK 


SAMPLER EVER 
DEVISED — 


LIPETTES 


THERES NOTHING LIKE THEM 


Lipettes are sturdy matchsticks in a 
matchbook style package with your own lipstick 
on the tip of each match 


LOVELY TO LOOK AT 


Your lipstick sample packages in matchbook 
form can be dressed up and printed with 

your choice of advertising copy and cuts. Your 
color schemes and designs can be 

matched perfectly. There is plenty of space, 
too for your selling message—up to 

twelve square inches ! 


ON EVERYBODYS LIPS 


Literally and figuratively, your lipstick will be on 
everybody’s lips. Women will be talking about it, sampling 
it, buying it because you have chosen the most versatile, 

the most attractive sampler on the market. 


A MULTI-PURPOSE SAMPLER 


Each stick is tipped with a generous application of lipstick 
to allow your customer to select and try her shade 

and approve of your lipstick’s texture. Each package 
contains from three to fifteen lipstick-tipped sticks. 

This means each package is worth from three 

to fifteen demonstrations 


YES! ITS TRUE! 


Sampling is true with Lipettes. Any lipstick, 
including the indelibles, readily adapts itself to Lipette 
sticks. No physical, no chemical, no shade changes 
take place. Lipstick on Lipettes is a perfect 

sample of your regular lipstick. 


COSTS AND SHORTAGES FADE AWAY 


From the angle of costs and shortages, Lipettes stand 
out. )’our direct cost per application comes down to 

as low as one-fifth of a cent each. There are no problems 

of shortages of the materials that go into the manufacture 
of Lipettes. A steady supply is readily available. 

More important, however, is the fact that you are buying 
sales-producing samples, the kind that will enable 
thousands of women to try and buy your lipstick. 


FREE TO YOU 


We will be glad to process 100 Lipette packages for you, 
using your lipstick (or perfume, rouge or eyeshadow ) 

on each stick. This service is free and entails no 
obligation. In addition, we will be happy to submit 
specially designed packages to fit your needs, to 
cooperate with you on adapting other products to Lipettes 
or advise you on the use of Lipettes for special 
promotions. Please contact us today. 


WRITE DEPT. C FOR FREE SAMPLES AND FURTHER INFORMATION 


IDETTE Fa) DIV. PERIN PRODUCTS ee 
i ’ Company 16 City Sq., Boston 29, Pree e 
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Your Expert Touch 


will Tell You... 


Tes Xa oN 


the Quality Petrolatum 


You Ordered 


From order to order, and in every drum you exactly the same Penn-Drake Petrolatum 


within each shipment, you can count on the on every order. 
absolute uniformity of Penn-Drake® Petrola- Made of 100% pure Pennsylvania crude 
tums. Every scientific test—for viscosity, melt- stocks, Penn-Drake Petrolatums are abso- 
ing point, color, penetration, and other prop- lutely free from odor, taste, rancidity and 
erties—will prove their physical uniformity impurities which might cause deterioration 
to you. with age. Completely stable in all respects, 
But beyond those technical evaluations, the they are supplied in all colors from dark green 
touch and the eye of the expert will testify to through super-white. If a regular petrolatum 
the elegance and superior uniformity of these will not do for your product, Penn-Drake will 
petrolatums. Uniformity of texture . . . uni- work with you in developing one with the 
formity of appearance uniformity of specific properties you require. Write for sam- 
specifications—all contribute toward assuring ples for your own testing. 


PENNSYLVANIA REFINING COMPANY 
GENERAL OFFICES: BUTLER, PENNSYLVANIA 
Refinery at KARNS CITY, PENNSYLVANIA 
Branches: Cleveland, Ohio; Edgewater, N. J. Representatives in Principal Cities 


pen MAKERS OF: White Oils (U.S.P., N.F. and Technical); Petrolatums (all grades and colors); INSECTI-SOL 
ra e (deodorized insecticide base); Deodorized and other Naphthas; Petroleum Sulfonates, Waxes; Industrial 


products and Motor Lubricants and Greases; Fuel Oils, and other petroleum products. 
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SYNTMEFIC 
FRAGRANCES 


to challenge the 


& Essential Oil Review 


genius of nature! 


Unsurpassed for quality and 
uniformity ... D&O Replacements 
faithfully reproduce the fragrance 

and characteristics of the natural 
product — at a far lower cost. 
Trial quantities, detailed 
information on request. 

Oil Bergamot Synthetic 

Oil Vetivert Synthetic 

Oil Patchouly Synthetic 


Orris Concrete Synthetic 


™DODGE & OLCOTT, INC. 


180 Varick Street «+ New York 14, N. Y. 
SALES OFFICES IN PRINCIPAL CITIES 


ESSENTIAL OILS +» AROMATIC CHEMICALS + PERFUME BASES + FLAVOR BASES + VANILLA 
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Perfect Sun-Screening & Perfuming agents 


SUNAROMES 


PROTECT . . 
AGAINST Just mix‘Sunaromes with the base you prefer .. . water-gum, 


ne 0 water-alcohol, or even water alone. You can also use a 
SUN-BURNING ’ ‘ 


_— cream base, mineral oil, fatty oil, etc. It’s the Sunaromes 
that make them effective sun screens ... and scent them so 
attractively. The protection is positive . . . and there is no 


problem of skin irritation. 


WRITE TODAY FOR COMPLETE DATA, 
FORMULAS & SAMPLES WITHOUT OBLIGATION 


*| SUNAROMES completely screen out harmful rays of the sun between 
2900-3100 angstrom units. 


) SUNAROMES permit sufficient of the actinic rays to reach the skin 
for a beautiful and healthful tan. 


SUNAROMES combine a perfect and tested sun-screen and a wide 
choice of perfumes, soluble in all media, for easy and simple 
manufacture. 


SUNAROMES are economical to use, 


) SUNAROMES are non-irritating to the skin and stable in the finished 
preparation. 
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esiderata 


by MAISON G. 


Cera Emulsificans 


We have had a number of in- 
quiries on the composition of Cera 
Emulsificans as a result of the series 
of articles that have been running 
in THE AMERICAN PERFUMER Ove} 
the name of my _ good friend, 
Freddy Wells. 

Actually this type of wax had 
heen tested on the United States 
market almost twenty years ago un- 
der the title of Lanette wax. For 
some reason or another, the prod 
uct was withdrawn from the market 
by the sole supplier. 

During this time the higher al- 
cohols such as cetyl and stearyl al 
cohols came into wide range in the 
cosmetic and drug industry (as well 
as some others); numerous papers 
were published both of a highly 
scientific nature as those by Schul- 
mann and Cockgain and _ others 
of a more practical nature that 
brought to the fore the valuable 
combined emulsifying properties 
of the free higher alcohols when 
mixed with sulfonated higher alco- 
hols. This has resolved itself into 
a monograph on Cera Emulsificans 
in the British Pharmacopoeia. The 
product consists essentially of 90 
grams of mixed cetyl-stearyl alco- 
hols brought to a temperature of 
% deg. C. to which is added 10 
grams of sodium lauryl sulfate; 
alter mixing, 4 cc. of water is 
added and the temperature is 
brought to 115 deg. C. The mass 
is kept at this temperature until 
frothing ceases and the material is 
clear. It is then to be cooled rap- 
idly, 

Varieties of Cera Emulsificans 
are available in most countries out- 
side of the United States and Can- 
ada, particularly in the European 
countries. The emulsions made 
with the wax will not be dealt with 
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pDENAVARRE, F.A.L.C. 


here for Mr. Wells has dealt with 
them quite well in his series of ar- 
ticles on this subject. The reader 
is recommended to read these ove 
again. 


Dehydroacetic Acid 


There is certainly no correlation 
between the seizure of six thousand 
pounds of procesed cheese by the 
F.D.A. and the cosmetic industry, 
excepting that the cheese in ques- 
tion had been wrapped in a mate- 
rial that had been treated with de- 
hydroacetic acid. 

The dehydroacetic acid has been 
offered as a general purpose pre- 
servative, having some advantage 
over the more commonly used es- 
ters of p-hydroxy benzoic acid in 
that the latter have a characteristic 
odor which seems to become a part 
of the product and in some cases 
presents a problem in perfuming. 
Dehydroacetic acid on the other 
hand is a white odorless material 
having about the same degree of 
protection, but with the advantage 
that it is odorless, it has become in- 
teresting to cosmetic manufactur- 
ers as a possible preservative. It has 
a fairly wide spectrum of activity. 

The press release by the F.D.A. 
on the cheese mentioned above 
says that the dehydroacetic acid has 
a toxicity similar to that of carbolic 
acid. It is supposed that the F.D.A. 
means that the MLD-50 is about 
the same. Off-hand, it would be 
this department’s observation that 
there are a number of things that 
have that toxicity but it depends 
upon what concentration is used in 
the ultimate product that deter- 
mines the harmfulness. So some 
elaboration on the part of the sup- 
plier and the F.D.A. is certainly in 
line. Meanwhile, those experiment- 


M. G. deNavarre at work in his laboratory 


ing with the use of this material 
might look for more information, 
but should certainly not stop then 
work because of this seizure which 
covers a food and not a cosmetic. 


Deep Stain Lipsticks 


Among the materials described 
as solvents for “bromo acid” in this 
department in the past have been 
tetrahydrofurfuryl alcohol and its 
fatty acid esters. More recently di- 
ethyl and dibenzyl sebacates have 
been mentioned as bromo acid sol- 
vents, superior to castor oil but less 
effective than the THFA esters. Up 
to 20 per cent of these newer ma- 
terials have been suggested for use 
in lipsticks. 


Recherches 


Under this title Roure-Dupont 
publishes a house organ that is an 
excellent review of progress in the 
over-all toilet goods industry. No 
one in the business should be with- 


out it. The current issue has an 
article on odorous vapors in air, 
another one on American lipsticks, 
one on Pulegone and finally a sur- 
vey in abstract form for the year 
1950 of various cosmetic articles 
and advances. It is well done, as 
were the much earlier issues of this 
publication before the war. 

It is good to see it back in print 
and congratulations to the pub- 
lishers for bringing it back. 


Solid Flavor Solvent 


With the publication of an ar- 
ticle by Clark (Nature, December, 
1951, page 876) that shows urea to 
be an excellent solvent for many 
materials, both organic and inor- 
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Bouquet Kashmiri Lavender 
Bouquet Parisienne Lilac 
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ganic, one cannot help but feel that 
perhaps at last dentifrice manufac- 
tres have found a solvent for 
flavors. 

Urea at its melting point of 132 
deg. C. dissolves these compounds. 
The chilled mass may be granu- 
jated and then incorporated into a 
dentifrice. 

Where the taste of urea does not 
interfere, even other flavors (food) 
may be solubilized or rendered read- 
ily dispersible by this means. 

Griffin’s U.S. Patent 2,566,410, 
which appeared shortly before the 
urea article was published, touches 


on the solubilizing action of sorbi- 
tol on many flavor and perfume 
oils. The present invention covers 
the use of from five to 20 per cent 
of the essential oil or flavor dis- 
solved in dry melten sorbitol. 
While the patent covers othe: 
modifications of this basic idea, it 
is essentially covering a solution ol 
flavor in dry sorbitol. 

So now two dry vehicles can be 
made with substantial percentages 
of flavoring compounds or per- 
fumes at elevated temperatures, 
cooled and granulated for their re- 
spective uses. 


Questions and Answers 


936: Underarm Deodorant Spray 


). Please send us a formula for an 


underarm deodorant spray. 
E. B. New Jersey 


A. As a formula for an unperfumed 
underarm spray, we that 
you make a solution of from 15 to 
20 per cent basic aluminum chlo- 
ride in water, with propylene glycol 
containing some alcohol. You 
spraying device will have to be 
made of plastic for the solution is 
corrosive to metal. This product is 
an antiperspirant., If a straight de- 
odorant is required, we suggest that 
you dissolve 4 percent of hexchlo- 
rophene in 15 percent propylene 
glycol and 75 percent alcohol, bal- 
ance water. Avoid traces of iron to 
prevent solution from turning a 
purple color. This product is strict- 
lya deodorant. Perfume as desired. 


suggest 


937: Hair Pomade 


Q. How can I make a hair dressing 

fom the following ingredients: 

petrolatum, lanolin, castor oil? 
K.G.S., New York 


A. Ingredients mentioned in your 
letter can be worked into a stiff 
hair pomade by adding beeswax to 
your formula until you get the 
consistency desired. You may even 
want to add some rosin to increase 
the tackiness. If you do, start with 
one or two per cent in the formula 
and gradually increase it. 


%8: Products for The Negro 


Q. We are considering making a 
line of cosmetics, skin lotions, hair 
preparations, perfumes, etc., es- 
pecially for the Negro. Can you 
five us any help and information 


tEssential Oil Review 


along this line? We will certainly 
appreciate any information and 
leads you may give us regarding 
this problem. F.A.S., Tennessee 


A. We suggest you contact several 
of the advertisers in The American 
Perfumer who offer perfume com- 
pounds. They know this problem 
well. Be sure to be as Specific as 
possible in telling them what you 
want. 


939: Milk of Cucumber Formula 


Q. Please give me a formula for 

a milk of cucumber using a syn- 

thetic cucumber juice. 
A.G.M., Cuba 


A. This formula is said to have 
been used by the late A. E. Elbert: 
Cucumber juice, 8 ounces; ex- 
pressed oil of almond, 2 ounces; 
spirit of soap (N.F.), 2 ounces; tinc- 
ture of benzoin, 1 dram; oil of bit- 
ter almond, 1 drop; oil of lavender, 
15 drops; oil of bergamot, 10 drops. 
To make the cucumber juice, pow 
boiling water over sliced, but not 
peeled, green cucumbers. When the 
slices have become soft and pulpy, 
remove them from the water and 
extract the juice by squeezing them 
ina muslin bag. To each 7 ounces 
of juice, add 1 ounce of alcohol. 
There is no formula, to our know!l- 
edge, for a synthetic cucumber 
juice. 


940: Protective Cream 


Q. Do you happen to have a for- 
mula for a protective cream or kind 
of skin shield that protects hands 
from dishwater, etc? The cream 
that would be put on hands before 
placing hands in water. Lotions are 
useless for this purpose for the 


damage has already been done 
when lotions are used. If you know 
of such a protective cream, would 
you send us a formula, and would 
you tell us of a way to remove the 
cream alter use? T.C., Texas 


1. We are afraid that the kind of 
protective cream to which you re- 
fer has not yet been developed by 
anyone. Obviously, if it will with- 
stand soapy dishwater, it will with- 
stand washing when one wants to 
remove it. To our knowledge, no 
one has solved the problem of such 
a protective preparation. 


941: Negro Hair Dressing 


Q. We would appreciate your help 
in suggesting a formula to be used 
as a hairdressing (pomade) for 
colored people. We are interested 
in a formula containing any in- 
eredients that you feel would be 
beneficial to the hair. 

R. M. Kentucky 


1. It is hard to give you a straight 
formula for hair dressing for col- 
ored people, but we suggest you 
begin working with a firm lanolin 
type absorption base and start add- 
ing to it 5 percent of WW rosin 
and 5 percent beeswax. While hot, 
check the degree of adhesiveness 
and keep increasing the rosin until 
you are satisfied that you have the 
proper product. 


942: Diaper Rash Preparation 


Q. We would appreciate it very 
much if you could give us the name 
of ingredients that would be useful 
in a diaper rash ointment. Where 
can we purchase tetrahydrofurfury! 
alcohol or the acetate? 

I. W. N. Oregon 


A. Probably the best ingredient in 
a diaper rash preparation is zinc 
stearate and an antiseptic. Tradi- 
tional antiseptics may be added to- 
gether with talc. The product can 
be a powder or a penetrating oint- 
ment consisting principally of lano- 
lin. Source of tetrahydrofurfuryl 
alcohol and acetate is sent under 
separate cover. 


943: Cera Emulsificans 


Q. What is Cera 
Where can I get it? 
M.H.G., Pennsylvania 


Emulsificans? 


A. Cera Emutlsificans is a Lanette 
type of wax that is not made in this 
country to our knowledge. Essen- 
tially, it is 10 per cent of sodium 
lauryl sulfate in 90 per cent of 
mixed stearyl and cetyl alcohols. It 
is also official in the B.P. 
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Facts That Must Be Faced Now 


Each cosmetics manufacturer should examine his merchandising 


practices in the light of the new Trade Practice Rules. . . . If 


they do not conform he must change his plan of merchandising* 


HE Trade Rules the Federal 
Trade Commission have technically been in effect 
slightly over two months. During that period, 
there has been growing contusion within the industry as 


Practice issued by 


to how these rules could be put into effect without 
seriously disturbing the course of business. This con 


fusion has been in evidence in even greater measure¢ 
among the retail outlets handling cosmetics and toile 
tries, especially the department stores. 

In these days of rising costs and reduced profits, it is 
natural for the department store to resist any changes 
in promotional allowances heretofore granted by the 
manufacturer. The manutacturer, on his part, would 
have preferred to continue these allowances, but in 
doing so would surely subject not only himself but his 
favorite customers to the possibility ol triple damage 
suits. On the other hand, it is clear that the manufac- 
turer cannot continue these maximum allowances and 
stay in 


that in most 


cases percentage-wise the largest volume of business is 


business, where it is considered 
sll done with the independent and small retailers. 

The attitude of the stores toward the rules and to 
ward the plans of the manufacturers to bring then 
operations into compliance with the rules has made 
the situation extremely difficult and is placing the in- 
dustry in a position in which it is virtually impossible 
to operate. ‘This article is designed to acquaint the 
members of the industry with the actual situation exist 


ing under the rules. 


History of Trade Practice Rules 

Immediately after the passage of the Robinson-Pat- 
man Act the Federal 
against seven manufacturers in the cosmetic 
for violation of this act. 


[rade Commission brought cases 
industry 
These cases were brought be- 
fause, at that time, the selling practices of the industry 
in general were not in conformity with the Clayton Act 
a amended by the Robinson-Patman Act. There had 
been substantially no effort on the part of the industry 


* Informative 


of the T. G. A 


ind timely bulletin issued confidentially to active members 
but released for benefit of entire cosmetic industry. 


& Essential Oil Review 


to treat customers alike or to bring their allowances fo 
services and facilities into a proportionally equal basis 
then This had, in fact, 
required under the law until the Robinson-Patman \ct 


among customers. not been 
was passed. 

The original complaints in these cases included not 
only the allowances for demonstrators or for payment 
of demonstrator services, but all types of promotional 
allowances including cooperative advertising, PM's, ete. 
During the course of these cases through the compli- 
cated legal procedures of the FTC, the complaints were 
modified several times and the final complaints were 
brought on the demonstrator problem only. Almost as 
soon as the complaints were filed, a general industry 
meeting was held in New York to discuss the situation 
At that time, it was 
suggested and approved that application be made to 


the Trade Commission for a 


of the industry under the new law. 
Trade Practice Conterence, 
in order to acquaint the industry as a whole with their 
Act. This conference was subse- 


quently held and a code of trade practice rules was 


obligations under the 
adopted. This code, however, because of a conflict of 
opinion within the industry, was highly imperfect and 
at the request of many members of the industry, the 
FTC never promulgated it. 

These so-called demonstrator cases dragged along for 
a period of nearly 14 years before any one of them 
The first case to be concluded was the 
Arden case, in which a cease & desist order 


was concluded. 
Elizabeth 
was issued against Arden forbidding her to continue 
her practice of giving demonstrators unless the same 
service was accorded to all customers on proportionally 
equal terms. Just prior to that, in a private suit brought 
under the Clayton 
of triple damages against Arden on the basis of greater 
allowances to a competitor than he had received. 
With the virtual conclusion of the cases, the Trade 
Commission found itself in an extremely difficult posi- 
tion. It had issued one cease & desist order against an 
important factor in the industry, which had been 
upheld by the courts. It had pending cease & desist 


Act, a retailer had secured an award 
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It is Not True That 


—All manufacturers must issue plans for 
operation under the Trade Practice rules. 

—Retailers must enter into a written contract 
with cosmetic manufacturers. 

—tThe trade practice rules are more or less 
a joke and that the whole thing will col- 
lapse within a year. 

—Retailers may with impunity await a written 
plan or some sort of plan from every 
cosmetic manufacturer with whom they are 
doing business before it is necessary for 
them to take action on plans already sub- 
mitted. 


defendants. Meanwhile, no 
action had been started against the numerous other 
cosmetic manufacturers who distributed their goods 
substantially in accordance with the pattern held illegal 
in the Arden case and a matter of legal proceedings 
against the six other defendants. Faced with this di- 
icmma, the FTC of its own moment and without ap- 
plication for it on behalf of any member of the industry, 
decided to hold another trade practice conference in 
the hope that a code of trade practice rules could be 
developed which would bring the entire industry into 
complete agreement on this difficult matter. 

That conference was held, the views of all segments 
of the industry were presented, including those of 
several groups of retailers and after long consideration 
the FTC issued the present code of Fair Trade Practice 
Rules. It should be pointed out in this connection that 
the industry as a whole during the entire period from 
the filing of the original demonstrator cases over sixteen 
years ago has been struggling with the problem and 
attempting to bring its position within the provisions 
of the Clayton Act as amended by the Robinson-Patman 
Act. The result of this consistent effort on the part of 
the industry to straighten out its own affairs has been 
that for the first time in the history of the trade prac- 
tice conference procedure, somethin, more than “boiler- 
plate” rules have been developed by the Commission, 
and again for the first time in such a code, the Com- 
mission has presented a plan of operation which it 
considers to be within the provisions of the Robins n 
Patman Act. 


orders against six other 


Present Status of Affairs 

These Fair Trade Practice Rules were issued to go 
into effect on February 1, 1952. Enforcement of them 
was placed in the hands of a group of staff members of 
the Commission, who have lived with the problem 
during the entire time since the proceedings were first 
instituted; who are thoroughly familiar with the regu- 
lations and, to a large degree, the commercial aspects of 
the matter, and who are inclined, insofar as possible, 
to assist the industry in its efforts to comply with the 
rules and the law without bringing punitive action and 
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Any Group Which Refuses to Comply 
with the Law may be Subject to 


—A procedure by the Federal Trade Commis- 
sion against the retailer (1) who has either 
insisted upon the continuance of illegal 
allowances; or (2) who has refused to con- 
sider a plan presented by the manufacturer; 
or (3) who has attempted to induce a higher 
allowance for services and facilities than 
the manufacturer is offering to his entire 
trade. 

—A triple damage suit by another retailer 
who may find himself damaged by any of 
the foregoing. 


without disturbing the normal course ot business and 
trade any more than is possible. 

A number of manufacturers have produced new plans 
for operation under the Trade Practice Rules. A con- 
siderable number have not brought out any plan. Any- 
one who feels that he is in complete compliance with 
the law need not issue a plan of operation under the 
rules. Neither the law nor the rules compel him to alter 
his regular method of doing business. At the same time, 
and since February Ist, a certain segment of the retail 
trade has been confused with respect to the situation. 
This segment appears to believe that: (a) all manufac 
turers must issue plans, which is not the case; (b) they 
must enter into a written contract with the manufac 
turers, which is not the case; (c) that the rules are 
more or less of a joke and that “the whole thing will 
collapse within a year,” which is not the case; and, 
(d) that they may with impunity, await a written plan 
or some sort of a plan from every manufacturer with 
whom they are doing business before it is necessary for 
them to take action on plans already submitted, which 
again is not the case. 

This confusion is now so great that not only the 
industry but the trade is being severely damaged and 
may be harmed irreparably unless a different attitude 
is adopted. 


Liability of Stores 

It should be pointed out that the Trade Practice 
Rules do not in any respect alter the legal obligations 
of the manufacturers, the wholesalers or the retailers 
under the Robinson-Patman Act. The Act has now been 
in effect for nearly 20 years. Its provisions should be 
thoroughly understood by all industries operating 
under it. The issuance of rules merely represent a com 
mendable effort on the part of the Trade Commission 
to duect the industry and the stores into a position 
where tliey will be in compliance with the law, rather 
than remaining in unwitting or deliberate violation of 
the law. ‘The Act provides that any person who induces 
an unfair discrimination or who knowingly accepts an 
unfair discrimination from a seller is just as liable for 
the violation as the seller. Jn other words, any store 
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First of all, when customers are not 

being treated on proportionately equal 

terms cosmetic manufacturers must 

change their selling methods so that 

they are so treated. Then such changes 

must be communicated to every 
customer. 


which accepts an allowance, discount or other conces- 


sion from the manufacturer, knowing that a proportion- 


ally equal allowance, discount or concession is not avail- 
able to all other customers of the manufacturer, be- 
comes legally liable for violation of the Robinson-Pat- 
man Act. 

Many stores seem to be of the opinion that they may 
ignore plans presented or offered to them by the manu- 
facturer and may insist that the manufacturer con- 
tinue to do business as he has previously even though 
such business may have been conducted in violation of 
the Robinson-Patman Act. Other stores apparently feel 
they may await presentation of a plan by every manu- 
facturer with whom they do business before taking any 
action on plans already presented to them. Still other 
stores appear to be following the line of those who feel 
that the entire Trade Practice Code will collapse and 
that “nothing will happen.” It should be pointed out 
that this is not a matter of violation of some new code 
produced by the FTC. All of these attitudes are either 
directly or indirectly in violation of a law which has 
been on the statute books for nearly 20 years. Any group 
which persists in attempting to delay enforcement ot 
in refusing to comply with the law is possibly subject 
to: (a) a procedure by the Trade Commission against 
the retailer who has either insisted upon the continu- 
ance of illegal allowances, or has refused to consider 
either favorably or unfavorably a plan presented in 
good faith by the manufacturer, or has attempted to 
induce a higher allowance for services and facilities 
than the manufacturer is offering to his entire trade; 
(b) a triple damage suit by another retailer who may 
find himself damaged or aggrieved by any of the fore- 
going. In other words, at this point a store is in a posi- 
tion where it is faced with the necessity of accepting or 
rejecting a legal plan offered by a manufacturer. It may 
accept such a plan or it may reject it and the manufac- 
turer must then govern his future relations with the 
store accordingly. The store cannot, without grave 
damage to its own legal position, seek to secure modi- 
fication of the plan if such modification is not granted 
to all competing retailers. 

While the effective date of the rules was established 
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by the FTC as February 1, 1952, and while the rules do 
not alter the Robinson-Patman Act which has been in 
effect for nearly 20 years but merely restate the provi- 
sions of that Act, the FTC is inclined to be somewhat 
lenient in its enforcement activities. The Trade Com- 
mission quite fairly realizes that not every manufac- 
turer can get all his retail accounts into complete order 
within the short time afforded. It is working with the 
manufacturers as rapidly as possible to stimulate the 
production of plans of operation which will be legal 
under the Act. It must not, however, be expected that 
the FTC will forever stay its hand in the enforcement 
of the provisions of the rules and of the Robinson- 
Patman Act. It has been making an effort to enforce 
the Robinson-Patman Act in the seven cases alluded 
to over the period of 16 years. It must now make a 
serious effort to bring the entire industry into line with 
the provisions of the law. While its attitude thus far 
has been lenient, there is no reason to believe that the 
FTC will, for very long, overlook or wink its eye at any 
deliberate violation on the part of manufacturers or 
on the part of retailers. 


Compliance Is Compulsory 


Any effort by retailers to delay compliance with the 
rules and accordingly, compliance with the law, would 
be considered by the FTC as very serious and it is cer- 
tain that the FTC will, within a comparatively short 
time, begin a careful check of compliance by both the 
manufacturers and retailers. Where non-compliance or 
faulty compliance is found, it is supposed that the FTC 
will consult before bringing action, but if non-com- 
pliance is deliberate on the part of either the store or 
the manufacturer, it is expected that proceedings will 
be started promptly by the FTC to bring the offenders 
into compliance. 

It must also be remembered that the FTC is merely 
an administrative body and there is little leeway in view 
of the straightjacket of the Robinson-Patman Act. It is 
making an honest effort to enforce the code with as little 
damage as possible to the retailer and to the manufac- 
turer. 
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Under the circumstances and faced with this effort 
on the part of FTC to bring about broad enforcement of 
the Robinson-Patman Act within the toilet goods indus- 
try, each manufacturer should examine his own mer- 
chandising practices. If they are already in compliance 
with the law, he need do nothing further but may con- 
tinue to sell and promote in his customary fashion. 

Where there are inequities and where customers are 
not being treated on proportionally equal terms, he must 
change his plan of merchandising in such a way as to 
bring it within the provisions of the law. Where such 
changes are made, they should be communicated, not 
necessarily in writing but definitely communicated as 
rapidly as possible to every customer. The customer may 
then accept the new terms and conditions governing the 
granting of promotional allowances or the purchase of 
promotional services, or he may reject it, but the manu- 
facturer may not under the law change these terms for 
one retailer or group of retailers unless he extends the 
same change to all his competing customers. 

Only in this way can the manufacturer be assured that 
he will not be prosecuted at some time by the FTC or 
that he may undergo a triple damage suit by some ag- 
grieved customer who has been unfairly treated. In this 
respect the position of the retailer is no different at all 
from that of the manufacturer. He is subject to the same 
law and to the identical charges which may be brought 
against the manufacturer who violates the law. 


Horatio Alger the Second 


AYMOND E. LEE, 41, whose company recently 

acquired control of the seized German toiletries 
firm of Ferd. Muhlens, Inc., is a rising sun on the cos- 
metic horizon. Starting as a young man who worked 
his way through school by cutting hair, Mr. Lee is now 
one of the guiding lights of the home permanent wave 
industry, and his interests range from California and 
Florida retail stores to hotels and real estate across the 
country. 

Until recently, Mr. Lee operated largely behind the 
sets. Following his graduation from the University of 
Minnesota in 1931, he cashed in his $400 life insurance 
policy and defied the depression by founding Raymond 
Laboratories, Inc. His first profitable brain-child was 
a permanent waving solution for women’s hair, which 
he sold from house to house. His business grew so 
rapidly that he enlarged his staff by hiring a chemist, 
George Barr. Even today Barr’s Chicago plant still 
manufacturers many of Lee’s products. 

Around this period the home permanent industry 
became entangled in numerous lawsuits, and actions 
to defend patents threatened production of many a 
product. Lee, however, emerged relatively unscathed 
and, delving back into the test tubes, developed a cold 
wave. After working with R. W. N. Harris on the Toni 
permanent home wave, he sold his 83 per cent interest 
to his partners, who in turn sold out to the Gillette 
Safety Razor Co. for $20,000,000. 

Lee, meanwhile, continued his research. Warner- 
Hudnut Inc. bought his laboratories for $1,000,000 in 
1946 and hired him to work for them in New York. 
Assisting president Elmer H. Bobst, he had a large 
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hand in the development of the company’s top prod. 
ucts. He joined the Pepsodent Division of Lever Bros, 
Co. as special consultant after selling them a new 
shampoo. There he directed research which resulted in 
the creation of a home permanent with a new type of 
hair conditioner, and three best-selling home per. 
manents. 

In 1950 he entered into partnership with John 
Roosevelt, the youngest son of the late president, as 
chairman of the board of Lee Pharmacal Co. Just re. 
cently the Office of Alien Property accepted the com- 
pany’s bid for Ferd. Muhlens, Inc., as the highest. The 
concern manufactures, sells and distributes eau de 
cologne, toilet and bath soaps, smelling salts, bath and 
talcum powders, and a cuticle molding set. 

Mr. Lee has a remarkable record for developing new 
products, and then selling them to established manu. 
facturers. Now back on his own, there is no way of 
telling how far he will go. 


Cosmetic Excise Tax Collections 


OSMETIC excise tax collections for the years of 

1950 and 1951 and also the collections for the 
months of 1952 so far issued are given in the table fol- 
lowing: 


1951 1950 
January $11,547,853 $12,255,363 § 9.836.052 
February 12,867,842 11,654,681 
March 8,534,569 6,811,063 
April 5,746,348 6,985,099 
May 9,293,461 8,516,993 
June 8,622,275 8,136,742 
July 8,901,311 7,965,373 
August 10,252,706 9,671,335 


September 
October 


November 


December 





7,698,854 
9,365,932 
8,916,488 
8,974,245 





7,542,472 
7,900,314 
8,159,612 
7,781,091 





“Now would you care to see your cold cream forecast?” 
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Good and Bad Effects of Sun 


Bands in spectrum that produce erythema are in the same 


range-band as rays that produce cancer of the skin 


.. Light 


eyed people more likely to burn than those who are brown eyed 


EUGENE F. TRAUB, M.D.* 


HE sun’s spectrum has wave-lengths, the unit of 


measurement of which is known as angstrom-units, 
which is simply a measure of energy of the sun at a 
certain range. Scientists are rather vague as to the band 
where the visible spectrum begins and where it ends. 
Normal sunshine consists essentially of rays of wave 
lengths approximating from 2400 A.U. to 4000 A.U. but 


some authors place a lower limit at 2900 A.U. and later 


refer to the erythema range at 2500 A.U. and so on. 

An interesting point is that the bands that are im- 
portant—that produce redness of the skin which we call 
erythema—are also in the same range-band as the rays 
that produce cancer of the skin. 

These bands therefore have been studied principally 
from the standpoint of cancer. Some of our information 
is only available to us because we have worked on the 
cancer angle. The sun’s rays have many beneficial ef- 
fects, and they have some harmful effects. 

Let us say then, the sun’s rays consist of wave lengths 
that extend from 2400 angstrom units to about 4000. 
Now, the rays from approximately 2500 to 3200 (3150 
to be exact) are the ones that produce erythema, or the 
redness of the skin. That erythema is the reaction of 
the skin caused when you get out into the sun long 
enough to produce redness. If the reaction goes beyond 
that, one gets a swelling of the skin. The skin protects 
itself in two ways, one of which is by swelling or thick- 
ening and the other is by producing a tan. 


Rays that Produce Erythema and Tan 


The rays between 2500 to 3150 A.U. produce the 
erythema. Now the range of rays from about 3150 to 
about 3650, but carrying up to 3900, are the rays that 
are said to produce tan. 

We carry over, from year to year, certain faded cells 
in the skin which carry melanin (or tan) which is the 
pigment produced by sun exposure. The rays in this 
zone, 3150 up to about 3650—activate the melanin or 
pigment that is already present in the skin, whereas the 
other rays, the rays in the lower part of the solar spec- 
trum from 2500 to about 3200, develop new deposits of 
pigment in the skin by virtue of producing an erythema. 

Is it necessary to have an erythema or redness of the 
skin to produce pigment? 

It has been said by various writers to be so and by 


® Professor of Dermatology, New York Medical College. Abstract from 
lecture given under auspices of J. B. Williams Co. 
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others not so. The difference of opinion that seems to 
be present is only apparent because probably one refers 
to visible erythema and the other to invisible erythema. 
In other words, you can produce tanning without visible 
erythema. You do have to have an erythema to produce 


pigment, but you don’t have to look like a lobster to 
do so. 


Why Some People Tan 


Why do some people tan and not others? 

We used to think that the color of the hair was the 
important thing. In fact, we used to say that the 
blondes and redheaded people were more susceptible to 
the sun’s rays than brunettes, and that dark haired 
people were not so susceptible. We definitely know now 
that the color of the hair is not nearly as important as 
a number of other factors. 
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I don’t particularly want to stress cancer but, un- 
fortunately, most of our informative statistics on the 
effect of sun rays have been studied from a cancer angle 
because the one definite causative factor that we know 
in the production of skin cancer that is important, is 
the sun’s rays. In certain sections of the country, in the 
South, West and Southwest, the proportion of skin can- 
cer is, let us say, one in one hundred, while it is one in 
a thousand in the Northeast. If you visited a dermatolo- 
gist’s office in Texas or Southern California, you would 
probably see one or two cases of acne, eczema or psot iasis 
and the rest of the patients that were sitting there would 
be skin cancer patients. In the Northeast if we see a 
few cases a week, we are seeing a great many, the differ- 
ence being in the amount of exposure to the sun. 


Brown-eyed People Less Likely to Burn 


The entire message contained in the chart shown in 
Fig. 1, is the fact that the individuals that are brown- 


EYE COLOR 


CARCINOMA BROWN-13% LIGHT EYED -87% 


SERIES OTT 
LIGHT BLUE - 53% DKB-13% HAZ-16% GR-5% 


CONTROL BROWN EYED -63% LIGHT EYED-37% 
GROUP 


ORIGINAL HAIR COLOR 


CARCINOMA DARK - 47 % MED.-25% LIGHT-28% 


SERIES ee TTT 


CONTROL DARK - 76% LIGHT: 24% 
A mm 


PERCENT GRAY HAIR 


90-100% GRAY"46% 50-90% GRAY'36% 5-50%- 14% 
[a AE ET Tec 
OVER 50% "GRAY ’- 82% 


Figure 1. Color of eyes and hair for patients with carcinoma 
and for controls. 


eyed, regardless of hair coloring, are much less likely to 
burn. A high percentage of them have a tendency to tan 
after a slight burn, and a still greater percentage will 
tan without any visible burning. 

Whereas, in the blue-eyed or light-eyed individuals, 
there is a tendency to burn in a higher percentage, burn 
and tan in a fairly high percentage too, but only a 
small percentage will tan without painful and visible 
burning. 

The relation of the presence of cancer is proportional 
to this fact. The type of cancer is unimportant, but the 
ability to tan, and tan without too much burning, de- 
termines in a measure the amount of cancer to be found 
in individuals. 

The chart in Fig. 2 simply emphasizes the fact that 
light-eyed people, whether they are blue-eyed, or light 
grey, or light green in color, suffer deleterious effects 
from the sun’s rays in about 87% of the cases, and as 
previously pointed out the carcinogenic rays of the sun 
are actually about the same as the erythema rays of the 
sun. 

So here you have light-eyed people affected in 87% 
of the cases, and brown-eyed people in a relatively small 
percentage, and that carries right straight through. The 
original hair color is not nearly as important. It is not 
nearly as striking as the color of the eyes. 

Again, this simply indicates that people who have 
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light-eyed coloring are apt to have not only one skin 
cancer, but possibly a number of them. The condition 
isn’t confined simply to one cancer. In other words, the 
damage and the effect on the skin is multiple. 

Why do some people tan and why not others? Why 
do some people have these very fair skins? The a com- 


ABILITY to TAN 


BURN-8% BURNendTAN-38% TANwithout BURN-54% 


TAN-17% 


BURN end TAN 
BLWE EVED Sanaa 


ABILITY to TAN and TYPE of CARCINOMA 


BURN end TAN-45% TAN-22% 


BURN-33 % 
Es 


BURN-36% BURN end TAN-44% TAN-20% 


BURN-31% BURN and TAN-42% TAN-27 % 


Figure 2. Ability to tan and correlation of ability to tan with 
type of carcinoma for a series of 100 patients. 


MULTIPLICITY of SKIN CARCINOMA 


ENTIRE SERIES ER 46% 
BLUE EVEO —[]MMNNMMMI 49.4 % 


BY EVE COLOR OF PARENTS 
IN BROWN EYED GROUP 


2 BROWN EY 
EYED {No CASES of MULTIPLE CARCINOMA 


PARENTS 
1 BROWN and 3 cases 

IBLE EVED ESS) 30% of such parent eye color 
IN BLUE EYED GROUP 

2 OpARENTS | NO CASES of MULTIPLE CARCINOMA 


1BROWNand jfrTj 
1 BLUE EYED 
2BLUE EYED 
PARENTS 
1BLUE EYED 
and Tunknown 
BOTH PARENTS’ 
EYES unknown 
Figure 3. Data concerning multiplicity of skin carcinoma for 


a series of 100 patients. 


EYE COLOR of PARENTS 


IN BROWN EVED GROUP 

2 BROWN EYED PARENTS-— 2% of ENTIRE SERIES 
1" and 1BLUE EYEO—Pro] 10% u " " 

2 GRAY EYED PARENTS — 1% " " " 
IN BLUE EYED GRouUP 
2 BROWN EYED PARENTS 

1 " and! LIGHT EYEO— 16% * " " 
2 BLUE EVED PARENTS — 33% 


Ere) 
1 BLUE end 1 LIGHT EYED- 1 " “ 
2HAZEL EYED PARENTS oe os ? : > ; 


2 LIGHT EYED PARENTS) I som ot * 


1 BLUE and 1 UNKNOWN- 
2 PARENTS EYE COLOR.» ago ENTIRE SERIES 
1% - . ” 


| BROWN EYED and! " — 
Figure 4. Data concerning color of eyes of parents of patients 
with carcinoma. 


FAMILY HISTORY of SKIN CARCINOMA 


ENTIRE SERIES frrrcermernrs 25% (25 cases) 
BROWN EYED —, 16.6 “of brown eyed qroup(2cases) 
BLUE EVED ML) 26-4 “oF blue eyed group(23 cases) 


9 cases 


56% of such te 
MMT meus 


OOOO 72 Fo of such 
Z4 5cases parentage 


5 cases 


3% of ENTIRE SERIES 


BY EVE COLOR OF PARENTS 
2 BROWN EYED J NO CASES WITH FAMILY HIST. of SKIN CA. 
PARENTS 
1BROWN and 
1 BLUE EYED 
2BLUE EYED 
PARENTS 
IBLUE EYED 
andl unknown 
2unknown {i 
parent eye color 


Figure 5. Family history of skin carcinoma for 100 patients 
with skin carcinoma. 
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58 POINTS 
o 
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CENT. EUROPE 
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MEXICAN Oo = BLUE EVED 


PERCENTAGE of TOTAL DERIVED from"BRITISH ISLES"= 66.7% 
PERCENTAGE of TOTAL DERIVED From “CAUCASIAN” SOURCES= 96% 


CARCINOMA C 96% 
CONTROL GROUP y, 


Figure 6. Origins of parents of patients with carcinoma and 
controls. 


and 6 will illustrate that for 
these answers, we must refer back to the parents. If you 
analyze the parents of people who have had skin can- 


cers and bad sun damage, those of brown-eyed parentage 
had only 


panying charts, Figs. 4, 5 


about 13° whereas the blue-eyed and 


have O° 


light-colored eye group has had a high percentage ct 
cancer. 

[he family history of cancer indicates the same thing. 
The chart in Fig. 6 shows the geographic origin of the 
parents of patients, In other words, the people who 
have light and fair skins and eyes come from certain 
areas of the world, such as England, Ireland, etc. 1 don’t 
know whether it is the fog or what it is over there that 
may give them a different type texture of skin, but I 
know that I have had any number of people come over 
from either England or Scotland or Ireland and after 
they have been here but a relatively short time, they 
have begun to various skin problems, some ol 
which part at 
effects. 


have 


have their origin, in least, from sun 


Structure of the Skin 

The next part is a little fundamental. | am trying to 
make the explanation of what happens as simple as 
Che skin is divided into two parts. One, the 
part, which we refer to horny layer of the 
skin, and the main portion of the skin or true skin, 
known as the derma or cutis, which contains the blood 
vessels, the , the oil glands, the hair follicles, ete. 

The outer layer of our skin is our protective layer of 
the skin. If we apply substances to the skin, they must 
be able to penetrate through the horny layer, if we are 
to absorb them. Or if we apply something to the outer 
layer as an added protection, it should remain and not 
penetrate. Therefore, our various applications to the 
skin are made up in a manner which carries with it the 
idea that we have a substance that we wish to have 
penetrate the outer layer, or one that we want to have 
act as a film on the outside of skin and not penetrate. 
If we employ a substance to the surface of the skin that 
is toxic in any way, for example, we do not wish that 
substance to penetrate. Such a substance is placed in 
a vehicle or base so that it will not penetrate; or it can 
be placed in a base that will be absorbed into the deeper 
layers of the skin. 


possible. 


outer as the 


nerves 


Protective Mechanism of Skin 

I mentioned that the protective mechanism of the 
skin comes into play when we have a sunburn. The 
bottom layer of the epidermis, is called the germinative 
layer, and from this layer new cells are continuously be- 
ing developed; they are right next to the blood we 
They carry the cells that produce the pigment and, 
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they grow upward and gradually are lost, more cells 
are being grown all the time. 

Thus, the upper layers of the epidermis are renewed 
in this fashion. When we get a sunburn, we get an in- 
crease of the pigment in this germinative layer or basal 
cell layer, and also the layers above the germinative 
layer thicken. So a double mechanism takes place. The 
cells thicken and act as an additional filter, and 
the pigment is produced and acts as a filter. 


also 


Skin Condition of People Over 50 

A condition that common and occurs most 
frequently in people past the age of fifty, is 
which they get 
called keratoses. 


is very 
one in 
elevated areas that are 
in a large measure benign 
lesions and only in a small percentage of cases do they 
develop into skin cancers. But they are unsightly, and 
they are largely brought about and aggravated by ex- 
cessive sun exposure. 

Another found in an aging skin and 
sun exposed skin is often spoken of as a policeman’s o1 


brown, warty, 


These are 


type of change 
hack driver's or sailor’s skin—which always gives rise to 
various types of keratoses or skin cancers. One type of 
keratoses that differs from the warty type, and while it 
may look more innocent, actually is more likely to de 
velop into a cancer than the warty type, 
such skin. 


arises from 


Benefits of Sun 


Acne, a very distressing disease commonly found on 
the face, chest and back in young people between the 
ages of twelve and twenty-six, usually is greatly benefited 
in the summertime by sun exposure. A young lady, who 
had a great deal of scarring from an old acne, 
cleared up largely by getting out in the 
summer. 


was 


sun each 


Ihe sun will even help the scarring by causing a 
certain amount of skin peeling. So we don’t object to 
youngsters getting out into the sun and having the face 
peel as much as possible from relatively severe sunburns. 


A very —— disease called psoriasis, seen fre- 
quently in the East but not so frequently in the South 
where there is a great deal of sun, has been called the 
healthy man’s disease probably because the patients 
may have it more or less all of their lives without health 
impairment. We do not know the cause, but we know 
that it has a tendency to clear up in the summertime 
with sun exposure, and then recur in the winter and 
fall months. Exposure to the sun will also help to 
clear up some types of eczema. 

The sun may have a very definitely beneficial effect 
on the one hand an an extremely deleterious effect on 
the other hand in different individuals. Thus a happy 
medium must be sought for. 


How to Eliminate Deleterious Effects 

What can be done to eliminate the deleterious effects? 

Years ago physicians used to write prescriptions for 
remedies that would filter out certain of the sun’s rays. 
But if you have ever baked an angel food cake yourself, 
you know that even using the same recipe the cake may 
not turn out exactly the same way each time. The same 
holds true when a druggist fills a prescription. He 
doesn’t fill it twice in the same way, and certainly, if 
you take it to another druggist, he definitely doesn’t 
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fill it im exactly the same way as the first druggist. 
Furthermore, in most instances we are utterly dependent 
upon a review of the literature that a given chemical 
added to our prescription actually does what the litera- 
ture claims for it. In other words—we cannot personally 
test for ourselves that the preparation works before we 
prescribe it. Therefore, the medical profession has been 
aided a great deal by pharmaceutical companies that 
have done research along various medical lines for 
which we have no funds. Thus, a preparation can be 
laboratory tested and cosmetically pleasant, and yet be 
effective for the purpose for which it is intended and 
it can be regularly prepared and uniformly produced 
always and exactly according to the same formula so 
that it is always a uniform product. That is a tremen- 
dous advantage because then when physicians prescribe 
it for a patient, they know that it is uniformly effective 
and the same. 


Two Types of Preparations Needed 

Che need is present for two types of preparations. 
(1) One that will chiefly permit tanning rays of the 
sun to pass through while cutting out the severe effects 
of erythema and carcinogenic band of the solar spec- 
trum. This permits those patients that wish, to achieve 
a tan. With this type of preparation, the patient can 
tan gradually and pleasantly, because the old melanin 
pigment still present is first activated and probably 
some few erythema producing rays leak through and 
develop new pigment. 

(2) The second type of preparation, for the patient 
needing greater protection, is one that will cut out all 
of the sun’s rays one hundred percent. It is nice to know 
that there are preparations that will pretty well do just 
that if individuals will employ such preparations or 
remedies as directed, and not assume that by putting 
on a thin layer they will be properly protected for all 
day under all circumstances of bathing, etc. 


Selling at Retail Level 


YELLING at the retail level today is creating new, 
difficult conditions for the manufacturer. With little 
personal selling in the stores and an accelerated trend 
towards self-service, retailers are not interested in stock- 
ing brands their customers are not interested in buying. 
The critical stage of selling has moved out of the store 
and into the home.—Chicago Tribune. 






Pharmacological Actions of 
Polypropylene Glycols 


TP HE increasing use of the polyethylene glycols in 

pharmaceutical products should not lead pharmacists 
to consider all the analogous compounds to be equally 
acceptable for medicinal preparations. This is empha- 
sized by the report on the toxicity of two polyalkylglycols 
by two members of the University of Michigan Medical 
School. Polypropylene glycols of average molecular 
weights 400, 750, and 1200 were studied and shown to be 
potent central nervous system stimulants producing a 
spreading type of increased electrical activity in the 
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cerebral cortex. P400 and P750 have been shown to cause 
a secondary pressor response in the anesthetized dog, 
probably as a result of the liberation of epinephrine or 
sympathin.—Shideman, F. E., and Procita, Leonard, J, 
Pharmacol. & Exper. Therap., 103: 293, Nov. 1951. J. A, 
Pharm. Assoc, xit, 12 (1951) 


New Class of Surface Active Agents 


HE alkyl esters of the substituted aroyl sulfopro. 

pionic acids were unknown. This research was in. 
stituted to prepare an extended series of these products 
and evaluate them as surface active agents. 

By the appropriate choice of the alkyl group on the 
ester linkage and of the substituents on the aroyl group, 
the surface active properties can be mocified as desired 
to give a wetting agent or detergent. These materials 
are conveniently synthesized by a Friedel-Crafts acyla- 
tion of the appropriate aromatic compound with maleic 
anhydride esterification of the resulting aroylacrylic acid 
and subsequent treatment of the resulting ester with an 
alkali fisulfite. 

The series of compounds described represents a 
hitherto unknown class of surface active agents. Selected 
members show promise as commercial wetting agents 
and detergents.—Surface Active Alkyl Aroyl Sulfopro- 
pionates by Glen W. Hedrick, Warner M. Linfield, and 
James T. Eaton, 314, Ind. & Eng. Chemistry, 44,2 





Preserving Odor and Flavor of 
Essential Oils 


SSENTIAL oils, widely used in perfumes, pharma- 
ceuticals, toilet preparations, and beverage flavors, 
contain terpenes and sesquiterpenes which usually de- 
velop unpleasant odors and flavors on exposure to air. 
However, terpeneless and sesquiterpeneless oils are avail- 
able and a chromatographic process for their prepara- 
tion has been devised. 


d 


The oils are absorbed onhexane-washed silicic acid 
and the hydrocarbons are washed out with hexane. The 
oxygenated compounds are eluted with ethyl acetate, 
ethyl alcohol, ethyl ether, or acetone. Low temperature 
(O°C.) distillation is used to remove the solvents. 

The chromatographic method gives a sharper separa- 
tion than fractional distillation or solvent extraction and 
does not subject the oils to the heating required in frac. 
tional distillation.—Preparation of Terpeneless Essential 
Oils by J. G. Kirchner and John M. Miller, 318, Ind. 
and Eng. Chemistry, Vol. 44, 


—_.7 








In the competitive 50’s, the chemical process indus- 
tries will have to run fast merely to stay where they are, 
and in order to get anywhere, they have to run twice as 
fast as that.—R. S. Aries. 


The people with whom you work reflect your own 
attitude. If you are suspicious, unfriendly and con- 
descending, you will find these unlovely traits cchoed 
all about you. But if you are on your best behavior, you 
will bring out the best in the persons with whom you 
are going to spend most of your waking hours.—Beatrice 
Vincent in Phoenix Flame. 
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How to Protect Trade Secrets 


{ctual experiences of cosmetic manufacturers whose se- 


cret formulas and processes were divulged by former 


employees and how the courts decided the various cases 


ALBERT WOODRUFF GRAY, A.B., L.L.B. 


MAN who invents or discovers and keeps secret 
a process of manufacture, whether a proper sub- 
ject of patent or not, has a property in it which 
acourt will protect against one who, in violation of con- 
tract and breach of confidence, undertakes to apply it 
to his awn use or to disclose it to a third person, ruled 
a Massachusetts court in a famous decision. It must, 
however, not only be an invention or a discovery, but it 


must also be a secret, known to the rest of the world. 


Employee Discloses Secret Process 

Here a secret manufacturing process on which the 
owner had bestowed years of experiment and effort had 
been disclosed by an employee to a competitor whom 
the court in this decision prohibited from either using 
or divulging this secret, ill gotten through the em- 


ployee’s breach of the confidence imposed in him by his 
employer. 


Godefroy Hair Dye Case 

The story was repeated in a five year litigation in- 
volving a “Larieuse” hair dye formula when a trusted 
employee of a St. Louis chemist set up a competitive 
business in which he used this secret formula claimed 
by his former employer to have been obtained through 
a betrayal of the confidence imposed in him. 
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A hair dressing shop had been established in St. Louis 
in 1882 by Alexander Godefroy. A feature of the service 
of this shop was the dyeing of hair for which the owner 
at that time was famous. 

[he beauty shop and hair dyeing feature prospered. 
Ten years later Godefroy studied in Europe the compo- 
sition preparation of hair dyes where he developed a 
secret formula for a dye he later marketed under the 
name “Larieuse.”’ 

Che including the secret formula for 
Larieuse was later transferred to his son Charles Gode- 
froy. In 1915 Charles, then sole owner of the business, 
hired a fifteen year old boy, Norman Siebras, to work in 
the shop after school hours. The school boy worked well 
and in 1927, after twelve years of service, he was made 
assistant manager at a salary of $6,000 a year. 

In 1924 the Godefroy Manufacturing Co. was organ- 
ized and three years later Charles Godefroy, then presi- 
dent of the National Hair Dressers and Cosmetologists 
Assn., attended a convention of that organization in 
Europe, leaving this business to the management of 
Siebras. 

For these 45 years this secret formula for Larieuse 
had been held inviolate. The father had passed it on to 
his son and the son had divulged it to no one except his 
wife. Charles, to protect the secret, bought personally all 


business, 
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the ingredients which were delivered at his home where 
he destroyed the labels and substituted cypher numbers 
for their identification. 

The chemicals in Larieuse are not labeled but simply 
have numbers by which they are identified, asserted 
Charles at the trial of the lawsuit involving the betrayal 
of this trade secret. “I did the weighing and actual com- 
pounding of all these ingredients for the finished dye. 
Afterwards the dye was turned over to employees like 
Siebras who mulled and blended it and put it in cap- 
sules. At no time did we ever divulge the formula.” 
Competing Company Organized 

A few after Siebras had been made assistant 
manager he was discharged. A few weeks after that he 
organized a Lady Lenox Co. of which he was president. 
That company immediately put on the market a black 
hair dye extraordinarily similar to the Larieuse of the 
Godefroy company. 

A lawsuit was brought by Godefroy 
further production and mi irketing of this dye which he 
claimed had been acquired by Siebras through a be- 
trayal of the trust and confidence imposed in him when 
an employee of the Godefroy Manufacturing Co. 

However Siebras had left the Godefroy company less 
than ninety days before this offending preparation of 
Lady Lenox Co. appeared on the market. Further, 
Godefroy company testified, 


years 


o prohibit the 


the 
a witness for the 


do not believe that any chemist could have ana- 
lyzed and synthesized the product so exactly with the 
Godefroy product in so short a tme. It is an absolute 
impossibility. Only with a knowledge of what was con- 
tained in the product could a thorough analysis of a 


hair dye be made in so short a period. The method of 
analysis of a hair dye is not a matter of general knowl- 
edge. It takes a good deal of time to find every ingre- 
dient comprising the dyes as well as a complete knowl- 
edge of the reaction. After knowing the ingredients it is 
still another matter to blend them properly to obtain a 
correct functioning.” 

Further the Godefroy company refused at the trial to 
disclose their secret formula. Thus when Siebras as- 
serted that the formula used by the Lady Lenox Co. in 
the manufacture of this dye had been acquired from the 
elder Godefroy during the early years of his employ- 
ment by that company, suppleme nted by his own 
studies and research since that time, the source of the 
Lady Lenox formula was obviously not in the betrayal 
of any confidence imposed by the Godefroys, in view of 
the precautions taken by them against its disclosure. 

In refusing to grant an injunction against the use by 
the Lady Lenox Co. of this hair dye process the Mis- 
souri court said, that while it is universally held that 
secret formulas and processes are property rights which, 
even though unpatented, will be protected by injunc- 
tion against those who through a breach of trust or a 
violation of confidence, attempt to apply the secret to 
their own use or to impart it to others, yet such property 
right in a secret process or formula is lost when another 
honestly discovers or rightly comes into possession of a 
know ledge of such a formula or process. 


Depilatory Process Disclosed 
In another incident involving a cosmetic trade secret, 
a New Jersey manufacturer of depilatories made an 
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employment contract under which the employee agreed 
not to reveal any secrets of the manufacture of this 
product. Later this employee became dissatisfied and 
associated himself with a competitive chemical company 
to which he disclosed the knowledge he had of the 
manufacturing process of these depilatories used by his 
former employer. 

Here an action was brought not only against the 
employee for his betrayal of the confidence and trust 

his former employer but also against the firm by 
whom he had been subsequently employed, which 
an injunction was asked against the disclosure and use 
of this trade secret. The defense was that the process 
was not a secret but merely an improved and unique 
method of compounding the ingredients, not entitled to 
protection by injunction as a trade secret. 

Deciding in favor of the original owner of this depila 
tory process and granting an injunction against its use 
by the competing company, the court said that this 
second employer, by its own conduct, had put itself 
such a position that it might even lose the advent 
of future independent experiments. If this competitor 
thereby suffers it is because it has made itself a party to 
the fraudulent disclosure of this secret. 

“Employees of one having a trade secret,”” concluded 
that court, “who are under an express contract or a con. 
tract implied from their confidential relation to their 
employer not to disclose that secret, will be er:oined 
from divulging the same to the injury of their elm- 
ployer, whether before or after they have left iis em- 
ploy; and other persons who induce the employee to 
disclose the same when they know the disclosure is in 
violation ‘of the confidence reposed in the employee by 
the employer, will be prohibited from making any use 
of the information so obtained, although they might 
have reached the same result independently by their 
own experiments or efforts.” 

In a famous case before the Supreme Court of the 
United States involving the betrayal of a trade secret 
by an employee, Justice Holmes said that the word 
“property” applied to trademarks and ‘rade secrets is 
an unanalyzed expression of certain secondary conse. 
quences of a primary fact that the law makes some rudi- 
mentary requirements of good faith. 

“Whether the employer has any valuable secret or 
not, the employee knows the facts, whatever they are, 
through a special confidence that he accepted. There: 
fore the starting point is not property or due process 
of law but that the employce stood in confidential 
relations with the employer and the first thing to be 
made sure of is that the employee shall not fraudu- 
lently abuse the trust re posed in him.” 
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“Salesmen’s Compensation in the Drug Trade” is 
the theme of useful publication issued by the Na 
tional Wholesale Druggists’ Assn. It was developed by 
the association in cooperation with the Harvard Busi- 
ness School and covers compensation plans in use by 
wholesalers and manufacturers in the drug industry. 
Copies are available from the association. 


The American Perfumer 





Viscosity of 


Potassium Soap— Potassium Silicate 


N 1949 Merrill and Getty (13) 

reported data on the solubility, 

pH’s, and detergent properties 
of mixtures of potassium coconut 
oil soap with two potassium sili- 
cates. They concluded that the ad- 
dition of potassium silicates to 
potassium soaps resulted in equiv- 
alent or better detergency and at 
appreciable savings in cost. The ef- 
fect was particularly obvious in 
hard water. Since potassium soaps 
are commonly sold as liquids or 
pastes, it is important to know what 
effect silicate additives will have on 
the viscosity of the mixture. This 
paper is a report on that phase of 
the problem. 

While there are many published 
references on the effects of additives 
on the viscosity of soap solutions 
(1-3, 5-9, 11, 12, 15-17, 19), no data 
have been found which are strictly 
comparable with the present work. 
Most of the published references 
are concerned with a) pure soaps, 
usually sodium soaps, b) low con- 
centrations of soap and additives, 
¢} higher working temperatures, 
and d) the effect of organic addi- 
tives which were often used. 

Thus in recent years Angelescu 
and co-workers have investigated 
the effects of cresols and other 
phenolic compounds on sodium 
and potassium stearate and palmi- 
late and other pure soaps (1-3). 
Philippoff has studied the viscosity 
Presented at the Meeting-in-Miniature of the 
Philadelphia Section of the American Chemical 
Society, January 18, 1951. 

*Philadelphia Quartz Co. Reprinted from the 


mal of the American Oil Chemists Society 


XVIII, 10, page 429. 


Soap 


Potassium coconut oil soap 
Potassium soya bean oil soap.. 
Potassium linseed oil soap 
——— : 


Fatty Acids 


| Av. Equiv 
Weight 


Mixtures’ 
ROBERT W. SPENCER? 


and elasticity of low concentrations 
of potassium laurate and other de- 
rivatives of dodecane (16, 17). Nei- 
man in 1947 published viscosity 
data on the system potassium pal- 
mitate-water-isoamyl alcohol at 50° 
C. (15). Freundlich and Kores have 
also done work on the viscosity and 
elasticity of solutions of pure soaps 
(6, 7). 

About 25 years ago King, and 
later McBain, Willavoys, and 
Heighington did work on the effect 
of NaCl and other sodium salts on 
the viscosity palmitate solutions 
(11, 12). They found that the addi- 
tion of electrolytes increased the 
viscosity to a maximum value many 
hundred times greater than that of 
the original soap solution. Further 
additions decreased the viscosity 
almost as rapidly until the salting- 
out concentration was reached. In 
both of these studies viscosities were 
measured by falling ball method at 
a working temperature of 80°C. 

Merrill (14) has shown that a 
liquid soap containing 33% soap 
corresponding to potassium laurate 
can be mixed in all proportions 
with a potassium silicate contain- 
ing 38.7% solids with a silica-to- 
alkali mole ratio of 3.2:1. 

In the present investigation com- 
mercial potassium paste soaps and 
commercial potassium silicates have 
been used. Thus the data have 
direct value for manufacturers and 
users of liquid potassium soaps. 


Experimental 


Commercial potash soaps were 


Molecular 
Formula 


Iodine SS 
Number K,0 - 4.0 SiO, 

—- = K20 - 3.3 SiO, 
220 8.9 K,0 + 2.0 SiO, 
291 K,0 + SiO, 
300 a 





TABLE | 


Analyses of Potassium Soaps 
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obtained from the Davies-Young 
Soap Company and the New York 
Soap Company Inc. Properties of 
the soaps are summarized in Table 
I. The average equivalent weights 
of the fatty acids were determined 
by titration with standard NaOH 
solution, and the iodine numbers 
by the Hanus method (10). The 
coconut oil soap was yellow, the 
soya bean oil soap was brownish- 
orange, and the linseed oil soa 
was dark brown or black. Water 
solutions of these soaps were clear 
or slightly cloudy. 

The analyses of the silicates are 
given in Table II. The more sili- 
ceous silicates are commercial prod- 
ucts. The others were prepared 
from the K,O - 4.0 SiO. and potas- 
sium hydroxide solution. The 
potassium hydroxide and the potas- 
sium chloride used in the compari- 
son mixtures were reagent grade 
products. Distilled water was used 
in preparing all solutions. 

Viscosities of the relatively fluid 
mixtures were measured on a 
Stormer viscometer (18). The more 
viscous mixtures were usually run 
in the Stormer and the results 
checked by the falling ball method. 
The latter, as developed by Bacon 
(4), gives the absolute viscosity in 
poises with an accuracy of +1%. 
The Stormer viscometer is capable 
of accuracy of +0.5%. Stormer sec- 
onds can, of course, be converted to 
poises by calibration against Arlex 
solutions, which are in turn stand- 
ardized by a precise falling ball 
method. Both the Stormer and the 


Molecular | 
Weight 


Specific Viscosity 
Gravity Poises 


TABLE II 


Analyses of Potassium Silicate Solutions 


April, 1952 





falling ball methods were checked 
against the Bureau of Standard’s 
viscosity standards. 

Water from a_ thermostatically 
controlled water bath was cir- 
culated through the jacket around 
the viscometer cup, keeping the 
mixture in the cup at 19.95 +0.05° 
C. The temperature of the mixtures 
in the falling ball tests was kept at 
19.87 +0.05°C. 


Results 


Addition of silicates and potas- 
sium chloride had very little effect 
on the viscosity of the coconut oil 
soap solutions in the concentration 


Viscosity—Poises 
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Figure 1. 
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0.20 0.25 
Moles Anhydrous Kg0-4.0Si0, per 1000 gms H,0 
Viscosities of potassium coconut oil 
mixtures at 20 degrees C. 


range covered by this study. They 
had pronounced effects on the vis- 
cosities of the soya bean oil and 
linseed oil soaps. 

Figure | shows the effect of addi- 
tions of K,0- 4.0 SiO. to coconut 
oil soap solutions. The results are 
typical of those obtained when sili- 
cates of any ratio were added to 
solutions of this soap. It is apparent 
that the addition of up to 0.3 moles 
silicate solids per 1,000 gms. water 
had very little effect. In fact, the 
silicate concentrations of these soap 
solutions were increased to about 
0.4 molal (0.4 moles silicate per 1,- 
000 gms. water present in the soap 
solution) without increasing the 
viscosity significantly. This concen- 


~“ 
on 
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Viscosity—Poises 


soan-K.0:4.0 Sid 


rm 
a 


° 
0.0 0.05 
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tration corresponds to about 8.5% 
silicate solids, or about 30% of the 
commercial K,O - 4.0 SiOz solution, 

Because of the small increases jp 
viscosity caused by the added salts 
less work was done on this Soap 
than on the other two. In one series 
of tests KC] was added to solutions 
containing 20% and 30% of this 
coconut oil soap. Up to 1.2 moles 
KCl were added per kg. H,0 
(about 6%) without raising the vis. 
cosity above that of the pure soap 
solutions, which had viscosities of 
3 and 5 centipoises, respectively, 
Potassium metasilicate was added 
to a 20% soap solution to the extent 
of 0.3 mole per kg. H2O (about 3% 
solids) with the same result. : 





0.10 0.15 020 0.25 
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Figure 4. Viscosities of potassium linseed oi! soap-potassium silicate 
mixtures at 20 degrees C. Mixtures containing 20.67 per cent anhy- 


drous soap. 


0.05 0.10 0.15 0.20 
Moles Anhydrous K,0:3.3Si0g per 1000 gms H20 
Figure 2. Viscosities of potassium linseed oil soap-K2O:3.3 SiO» mix- 
tures at 20 degrees C. 








20.67% Linseed Soap 





21 3: 4: 51 
SiQg'KgO Molecular Ratio 
Figure 5. Effect of SiQ2:K.O ratio upon viscosity for constant soap 
and silicate concentrations. (Each mixture contains 0.15 moles sili- 
cate solids per 1,000 grams of water.) 
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Figure 3. Viscosities of potassium soya bean oil soap-potassium sili- 
cate mixtures at 20 degrees C. Mixtures containing 20.0 per cent 
anhydrous soap. 
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TABLE Ill 
The Effect of High KCI Concentrations on Viscosity of 
Soya Bean Oil Soap 
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The other two soaps gave results 
which were more varied. With these 
soaps the addition of a silicate or 
KCI to solutions of constant soap 
content yielded families of curves 
similar to the one seen in Figure 2. 
For these mixtures 0.1 mole per kg. 
water corresponds to about 2.2% 
silicate solids. Thus the highest sili- 
cate additions shown in Figure 2 
are about 6.5% solids, which corre- 
sponds to the addition of 17% of 
the commercial silicate. 

Having determined the viscosity 
curves for the various soap-silicate 
combinations, the effect of the 
yarious K.O : SiO, ratios on the 
viscosities of the solutions could be 
compared. Such comparisons are 
shown in Figures 3 and 4 for the 
soya bean oil soap and the linseed 
oil soap Mixtures, respec tively. The 
order of silicates causing decreasing 
viscosities is the same for both 
soaps, but in the case of the soya 
soap the soap-potassium chloride 
viscosities fall between those of the 
soap-metasilic ate and soap-disilicate 
mixtures (the curve for the latter 
mixtures is not shown in Figure 3) 
while the addition of potassium 
chloride to the linseed oil soap 
caused smaller viscosity increases 
than any of the silicates. 

It is obvious from these curves 
that the more alkaline silicates 
cause higher viscosities than the 
siliceous silicates when present 
in equal molal concentrations. It 
might seem that it was the alkali 
in the silicate which influenced 
the viscosities of the soap silicate 
mixtures, but, im mixtures con- 
taining different ratio — silicates 
and having the same percentage of 
soap and molal concentration of the 
additive, the percentage of K,O 
(alkali) will change very little, it 
is indicated. 

In Figure 5 the viscosity is plotted 
as a function of the Sig : K,O ratio 
for the mixtures having constant 
soap and silicate concentrations 
(0.15 molal in K,O). The curve for 
the linseed oil soap-silicate mixtures 
shows that increasing the amount 
of silica has the effect of decreasing 
the viscosity up to a ratio of about 
4:1. A similar, but smaller effect is 
seen with the soya bean oil soap- 
silicate mixtures at these concentra- 
tions, but when the molal silicate 
concentrations are increased to 
0.20 in 20% soap solutions, the re- 
sultant curve is almost identical to 
the linseed oil soap curve in 
Figure 5 over the range of ratios 
from 1: 1to4: 1. 

_The effect of excess alkali on the 
Viscosity of soap solutions is well 
known, of course, and has some- 
times been used commercially in 
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salting-out operations. McBain, 
Willavoys, and Heighington (12) 
state that if one equivalent per cent 
excess NaOH was present in the 
sodium palmitate solution, the vis- 
cosity maximums were roughly 1.7 
times greater. The effect of the 
soluble silicates in decreasing vis- 
cosity of built soap solutions from 
those obtained in soap-excess alkali 
mixtures is perhaps not so widely 
recognized. However this pheno- 
menon does give the soap manu- 
facturer another means of adjust- 
ing the viscosity of a soap-builder 
solution. Thus either the concen- 
tration or the ratio of the silicate 
could be varied to get a certain vis- 
cosity consistent with other desir- 
able properties such as high pH, 
clarity of solution, etc. 

\s mentioned above, King (11) 
and McBain et al. (12) found 
maxima in the region 10 to 100 
poises when working with sodium 
palmitate-sodium salt-H,O systems 
at 80°C. These maxima came at 0.2 
to 0.5 moles additive per 1,000 gms. 
H,O. It is to be expected that the 
viscosity curves and maxima would 
be shifted upward as the tempera- 
ture was decreased, and at the tem- 
perature of the present experiments 
the maxima have been shifted out 
of the range of interest. However in 
the present work the curve was fol- 
lowed out in a rough way for soya 
bean oil soap-KCl mixtures by 
simply laying on its side a bottle 
containing a standard amount of 
the combination and noting the 
time required for the mixture to 
reach the bottle top. The results 
are shown in Table III. Since this 
work was approximate, the soap 
concentration was not adjusted 
after each addition of the salt, 
which meant that it decreased some- 
what. However this drop in soap 
concentration was _ insignificant 
compared with the viscosity 
changes. 

The mixture having a viscosity of 
1,900 poises looked about as solid 
and stiff as a gel, but it flowed 
slowly at room temperature. AI- 
though the falling ball method can 
be adapted to meaure very high vis- 
cosities, as used in this project it 
was accurate only to about 1,000 
poises so these higher ranges were 
not measured precisely. 

One of the interesting questions 
raised by this work is why there is 
such a wide difference between the 
effect of the additives on the coco- 
nut oil soap on one hand, and on 
the soya bean oil and linseed oil 
soaps on the other hand. Merrill 
and Getty (13, 14) have shown that 
the solubility of potassium laurate 
and potassium coconut oil soap in 


> 


the presence of K,O-3.3 SiO, is 
high. While similar data for the 
other soaps are not available, this is 
undoubtedly one of the reasons for 
the small viscosity changes in coco- 
nut oil soap solutions. 


Summary 


Viscosity measurements at 20°C. 
have been made on mixtures of 
three potassium soaps with four po- 
tassium silicates and potassium 
chloride in the range of 0 to 100 
poises. It was found that the addi- 
tives have a considerable effect on 
the viscosity of the potassium lin- 
seed oil and the soya bean oil soap 
solutions, but almost no effect on 
the viscosities of potassium coconut 
oil soap solutions in the concentra- 
tion ranges studied. The alkaline 
silicates caused greater increases in 
viscosities than the siliceous sili- 
cates. Soap-KC] mixtures have vis- 
cosities of the same order of magni- 
tude as equivalent soap-silicate 
mixtures in this viscosity range. 
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Sees New Possibility in Pro- 
tein, Germicide Relationship 


“Killing of microbes is an irre- 
versible reaction which follows the 
reversible adsorption of germicides” 
on the protein of microbes, Dr. Sol 
Boyk, research director of the Ot- 
tawa Chemical Co., Toledo, Ohio, 
suggested in a paper he recently 
presented before a meeting of the 
American Chemical Specialties Mfg. 
Assn. 
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Book Reviews 


THE PATENT RIGHT IN THE 
NATIONAL ECONOMY OF 
THE UNITED STATES. Gus- 
tav Drews, J. D., Ph.D. Cloth 
covers, 6 x 9 in., 211 pages. Cen- 
tral Book Co., Inc. 1952. Price $5. 


The author of this informative 
and fascinating book is professor of 
Patents, Anti-Trust and Unfair 
Trade Practice in the Brooklyn Law 
School and is also a practicing at- 
torney with many years ot success- 
ful experience. From this experi- 
ence coupled with a careful study 
of the authorities and much re- 
search he has produced a volume 
that should be of interest to execu- 
tives in the cosmetic and its allied 
industries. 

The book lists a_ surprisingly 
large number of countries where 
patents on pharmaceuticals, medi- 
cines and drug items have been 
barred, such as Bulgaria, Italy, 
Yugoslavia, Portugal, Bolivia, Para- 
guay, Uraguay, Venezuela, France, 
Germany, England, Spain, Austria, 
Czechoslovakia, Denmark, Norway, 
Poland and Finland. This preju- 
dice, according to the author, seems 
to have infected the United States, 
citing the order of March 5, 1926 
of the Patent Office reading in part: 
“Medicines, ointments, salves, scalp 
and toilet preparations, such as 
might be produced by ordinary 
medical or pharmaceutical skill, are 
not patentable.” 

To the same effect are the deci- 
sions of the United States courts, 
notably the famous Vitamin D case 
where the court held the patent in- 
valid as against public policy in 
spite of the fact that all of the re- 
turns from the patent were devoted 
to education. The author goes on 
to state that the American Medical 
Assn. apparantly approves this at- 
titude of the Patent Office and the 
courts since the principles of ethics 
read in part: “It is unprofessional 
to receive remuneration from pat- 
ents for surgical instruments or 
medicines .. .” 

In other respects, the author 
points out, the Patent Office seems 
to have gone to the other extreme, 
citing, amongst instances, the grant- 
ing of patents for flavoring epsom 
salts, for a necklace supposed to 
cure goiter, for a tapeworm trap, 
for a method whereby a hen herself 
would date her eggs, and for a 
shock-absorbing bed. As would ap- 
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pear from the foregoing the book is 
particularly noteworthy for its copi- 
ous hard-to-find citations. 


FEDERAL FOOD, DRUG, AND 
COSMETIC ACT, JUDICIAL 
AND ADMINISTRATIVE REC- 
ORD—1949-1950. By Vincent A. 
Kleinfeld and Charles Wesley 
Dunn. Commerce Clearing 
House, Inc. One volume, 544 
pages, 654 x 95% in., hard bound, 
gold stamped. Price $10.25. 


Logically arranged and clearly 
written, this new book will be ad- 
vantageous to anyone whose busi- 
ness is regulated by the act. As with 
an earlier volume, which covered 
the period from 1907 to 1949, the 
authors have filled the need for a 
comprehensive record of judicial 
and administrative activities unde 
the Federal Food, Drug, and Cos- 
metic Act of 1938 for the period 
covered—May, 1949, to January, 
1951. 

This authoritative book—the sec- 
ond in the important new Food 
Law Institute Series—is divided into 
four logical sections. One part con- 
tains all “published” and “unpub- 
lished” opinions and decisions, and 
the like, material not elsewhere to 
be found except perhaps in FDA 
notices of judgment and in the CC- 
H Food Drug Cosmetic Law Re- 
ports. These are each carefully di- 
gested; each digest includes specific 
references to the various subsections 
of the Act in point. In addition, sig- 
nificant opinions under the 1906 
Act, with the comparable digests, 
are also supplied. 

Valuable in indicating the atti- 
tude of the Food and Drug Admin- 
istration on future similar problems 
are “Statements of General Policy 
or Interpretation,” which comprise 
the second portion of this useful 
book. Conveniently gathered in the 
third section, in full text, are the 
always important definitions and 
standards for food promulgated by 
the Federal Security Administrator, 
which have the force and effect of 
law. 

Then, when a problem arises un- 
der any section of the Act, the 
fourth major portion of the book, 
through references and citations, 
provides a ready lead to all relevant 
material bearing on the subsection. 

Suggested forms for various judi- 


cial and administrative pro cedings 
that are included should prove wel. 
come; and a cumulative table of 
cases covering both the author 
earlier book as well as this one, gp 
that judicial opinions can be more 
readily found. A complete index 
adds to the value of the book, 


OFFICIAL METHODS of ANAL. 
YSIS of the ASSOCIATION OF 
OFFICIAL AGRICULTURAL 
CHEMISTS, seventh edition, 
Henry A. Lepper, chairman of 
the editorial board. Indexed and 
illustrated, 6 x 9 inches. Asggo. 
ciation of Official Agricultural 
Chemists, 1950. 


This valuable tool of all analyti- 
cal chemists in the drug or cosmetic 
industries continues to increase in 
size and scope. The present edition 
contains a chapter on cosmetic anal. 
ysis listing methods for deodorants, 
antiperspirants, sulfide depilatories, 
face powders, hair preparations, Pp 
phenylenediamine hair dyes, pyro- 
gallol in hair dyes, and vanishing 
creams. 

The numerous other analytical 
procedures for colors, foods, drugs 
and agricultural products are in- 
cluded as usual, with the methods 
continually being elaborated and 
expanded. 

No analytical laboratory of this 
industry should be without the “Of 
ficial Methods.” —M.G.deN. 


DIE PHYSIOLOGISCHEN und 
PHARMAKOLOGISCHEN 
WIRKUNGEN der Aetherischen 
Ole, Riechstoffe und Verwandten 
Produkte. Arno Muller. Size 6 x 
814 inches, 168 pages, no index. 
Dr. Alfred Huthig Verlag, Hei- 
delberg, 1951. 


An alphabetical listing of the 
pharmacological properties of essen- 
tial oils, aromatic chemicals and re 
lated products, with a few formulas 
for therapeutic blends of the same 
at the end of the book. 

In general the book embodies 
and reflects ideas expounded in 
earlier book by Gattefosse who was 
a strong believer in the physiologi- 
cal properties of aromatic materials, 
though the present work is more of 
a dictionary than a text. 

One typographical error was 
found on page 65. It is well bound 
and printed. If your interest is in 
essential oils and drugs, you will 
want to keep your library up to 
date and complete.—M.G.deN. 

« The true university is a collection 
of books.—Carlyle. 
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The Editorial - “WE” 


Cosmetic Sales in 1951 


E read with great interest that 

the Federal Reserve Board es- 
timates 1951 department store cos- 
metic sales as being five per cent 
ahead of 1950. With the increase 
of door-to-door sales, and with the 
definite rise in food store sales, it 
hardly seems possible that the de- 
partment stores have obtained a 
larger percentage of the total cos 
metic market. If anything, the op 
posite must be the case. We there- 
fore wonder whether the 1951 in- 
creases announced by FRB is an 
indication that all cosmetic sales, 
in all outlets, rose in that year; and, 
if so, how much of such a rise was 
due to a price increase, how much 
to a greater purchase of cosmetics. 
An encouraging factor in the en- 
tire picture is the possibility that 
perfumes and other fragrance 
products may have more than held 
their own. For the department 
store is unquestionably the majo 
outlet for the perfumes, and has 
lost little ground to other types of 
sales. The higher total cosmetic 
sales in the department stores can 
mean many things; one possibility 
is that perfumery may have sold ex- 
tremely well. But without a further 
analysis of the figures behind the 
figures, it is difficult to put the fin- 
ger on the true meaning of these 
FRB estimates. 


Encroachment by Medical Assn. 


E are more than amazed by 

the efforts of the American 
Medical Association to increase its 
beachhead in the cosmetic indus- 
try. We are actually frightened. 
The medical profession, under- 
standably enough, already has a 
great influence in the drug field, 
but if a similar influence is to be 
extended to all other lines of en- 
deavor in which public health and 
safety are even remotely concerned, 
then our government might just as 
well go out of business and turn 
the country over to the A.M.A. 
Surely every food product would 
have to come within the jurisdic- 
tion of the organized medical pro- 
fession. Mattresses and pillows 


& Essential Oil Review 


on which we sleep; shoes, girdles, 
and other articles of clothing— 
these are products at least as im- 
portant to health as are perfume 
and lipstick. Reduced to the logic 
of its own conclusions, the A.M.A. 
position becomes more than ab 
surd, 


New Tool for Cosmetic Research 


TP._ALKING about atomic _by- 

produc ts, there comes to our at- 
tention the report of the Nationa] 
sureau of Standards on the avail- 
ability of carbon 14 sugars for re- 
search. “Sugars and sugar deriva- 
tives having radioactive carbon 
atoms located in specific positions 
within the molecule have been 
prepared,” the Bureau states, “in 
good yield and high activity.” It is 
difficult to conceive of a develop- 
ment of greater value in cosmetic 
research. Problems of permeability 
of the skin, absorption of cosmetics 
or their ingredients into the body, 
expulsion of such products, their 
effect on perspiration—these are 
among a few that suggest them- 
selves to us almost immediately. 
The utility of these molecules as 
tracers, the Bureau report says, “‘is 
due in large part to the ease with 
which the carbon 14 can be detected 
in small concentrations and the fact 
that its chemical behavior does not 
differ in any important way from 
that of ordinary carbon.” Inasmuch 
as research on cosmetic problems 
utilizing the carbon 14 tracer 
methods is expensive, and the prac- 
tical results are of a nature that can- 
not be easily estimated, it remains 
for far-sighted and research-minded 
companies to take advantage of the 
tracers and launch a valuable pro- 
gram of study. 


Electronic Controls 


OSMETIC and drug manutfac- 
turers can well afford to inves- 
tigate a report that electronic con- 
trols can be used to reduce the ex- 
tent of over-filling without under- 
going a possibility of underfilling. 
It is said that an automatic testing 
device is made possible, functioning 


by determination of the trend of 
the average package weight. The 
equipment and installation of the 
system are said to be inexpensive, 
and the savings should be consider- 
able, particularly when the raw 
materials or ingredients of the 
package are high-priced. In_ this 
respect, the application to filling 
of drug packages may be more 
apparent than cosmetics. 


We Lose Two Friends 


WO epoch-making, history-mak- 

ing friends of the cosmetic indus- 
try have passed away in recent 
weeks. In New York Benjamin E. 
Levy died on March 6, thus ending 
a career that was stimulating and 
inspiring, and that left its mark 
upon an entire industry. He was 
one of the founders of the Perfum- 
ery Importers Association, was a fac- 
tor in the Toilet Goods Association, 
and as former head of Coty in the 
U.S.A. and later of Charles of the 
Ritz, he played a role since the First 
World War that can hardly be exag- 
gerated. He will be long remem- 
bered and deeply missed. 

Not as renowned in this country 
but nonetheless an influential figure 
was Marius Reboul, chief perfumer 
for Givaudan for more than half a 
century, and creator of that com- 
pany’s line of specialties. One 
reads frequently enough of famous 
“noses,” yet here was a nose that was 
unknown to those who admired and 
loved the very products whose cre- 
ation was made possible by his work. 
Indeed, can the lesson not be drawn 
from Reboul’s life that the perfumer 
is the last great artist (or scientist) 
functioning in anonymity? His name 
appears on no patents, he is not 
honored by scientific societies or ar- 
tistic groups. He can neither sign his 
name to his creation, as can poet or 
painter, nor describe his achieve- 
ments in a scientific tome, as can 
chemist or physicist. But by the 
small group in his own industry, the 
acclaim to his product is the testi- 
monial to the man. The great per- 
fumer must be original, daring, sen- 
sitive, yet unorthodox. Such a nv.n 
was Reboul. 


Distinguished Scientist Honored 


NE of the most distinguished 

scientists in essential oil chem- 
istry was in this country for a few 
weeks, Dr. Yves-René Naves, who 
came to the United States to re- 
ceive the Fritzsche Award, which 
he so rightly deserved. A prolific 
worker and writer, Dr. Naves has 
one of those critical minds that is 
constantly examining and re-exam- 
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ining, evaluating and re-evaluating, 
never quite convinced that the final 
answer has been determined. The 
American Chemical Society at 
whose Buffalo meeting he received 
the Fritzsche Award, and the per- 
fumers and chemists who were for- 
tunate enough to meet him and 
hear him speak, were richer for the 
experience, but we like to believe 


that this is mutual, and that Dr. 
Naves absorbed from the American 
scene some inspiring 


concepts 
that have not yet found their way 
to his own land. As the fourth re- 
cipient of the Fritzsche Award, Dr. 
Naves makes it possible to report 
that the committee giving the 
prize is continuing the high “stand- 
ards which it set for itself. In our 
enthusiasm, let us not overlook a 
word of congratulation to the 
company sponsoring the award and 
thus encouraging research in the 
field of essential oil chemistry, 
namely Fritzsche Brothers, Inc. — 


Grocers Selling More Cosmetics 


A SURVEY made by Progressive 
Grocer indicates that the total 
drug and toiletry volume annually 
via food stores amounts to $340,- 
000,000. The publication finds that 
85 per cent of the food stores are 
stocking at least some of these 
items, compared with only 70 per 
cent a year earlier, and 37 per cent 
at the time that America entered 
the Second World War. What is 
sold? Everything from shampoos to 
headache remedies, from _ tooth- 
paste to shaving cream. Just what 
the effect of the entry of the food 
store into the cosmetic outlet field 
will be, it is still too early to say. It 
is possible that there will be less 
emphasis in the future on packag- 
ing, more on ingredients and func- 
tional value. This can take place 
because the food store has neither 
the room nor the atmosphere for a 
class-package display. Surrounded 
by corn flakes and facial tissue, the 
brilliantly-colored and exotically- 
shaped bottles are likely to attri act 
none-too-favorable comment. They 

require the department store and 
drug store showcases, not the jostl- 
ing ‘atmosphere of the supermarket. 


Removing Guess from Odor 


N the February issue of the 
American Perfumer, there was 
an announcement of the formation 
of an organization that will be 
watched with deep interest by cos- 
metic firms. Called the Sagarin In- 


stitute For Olfactory Research, Inc. 
Sifor 


(and happily, for short), it 
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has been organized by Edward 
Sagarin, who needs no _ introduc- 
tion to our readers. If Mr. Sagarin 
and his colleagues can make ‘“‘sci- 
entific, controlled and objective 
evaluation of all problems relat- 
ing to odor and taste judgments,” 
they will have accomplished some- 
thing for which this industry has 


long been searching. They have 
started, it seems to us, on the right 
foot, in the sense that theirs is an 


interscience effort, drawing upon 
the talent and knowledge of per- 
fumers, chemists, psychologists, 
physicians, and others. We wish the 
new-born company full success, al- 
though we were struck, in its other- 
wise sound scientific approach, by 
the immodesty of the title of its first 
booklet. The industry will be grate- 
ful if guess and gamble are dimin- 
ished in odor work; we doubt that 
they will ever be removed. But that 
Sifor can make a contribution to- 
ward reducing this gamble, 
highly probable. 


seems 


Use of Atomic By-Products 


HE possibility of the use ol 

atomic by-products for the com 
plete sterilization of drugs, without 
heat, is seen by C hemical Engineer- 
ing. Heat-sensitive drugs can be 
sterilized more cheaply by gross fis 
sion producis, the publication con 
tends, than by present methods. A 
pilot plant is already said to be un- 
der construction. Because of the ex- 
tremely close interrelationship be 
tween the problems of the drug 
and of the cosmetic industries, this 
development will be keenly fol- 
lowed, although sterilization is 
hardly an acute factor in cosmetic 
production. The importance of a 
scientific development in one field 
on applications in quite an 
other are not always foreseeable, 
and the development of new steril- 
izing techniques, experimented 
with quite naturally by the druy 
industry, may well become prac- 
tical weapons for cosmetics. It oc- 
curs to us, for instance, that the 
deodorant cosmetics and 
some of which, it is claimed, derive 
their deodorant action from their 
germ-killing powers, may be in 
fluenced by a germicidal method 
more powerful than anything now 
on the market. 


soaps, 


Psychosomatic Reaction? 


Wé were attracted to a state- 
ment in the press that an 
amateur horticulturist in Roselle 


has had to banish to the 
of her home an exotic 
whose offensive odor had 


Park, N.]., 
basement 
plant 











been causing people to have head. 
aches. The plant, which seems t 
have been identified as Hyd 


Some 
riveri, is described as having a red 
flower, a foot in diamete:, “ye. 
sembling a bloodstained  clagger 
thrust into a heart.” An apt de. 


scription for a flower that dares to 
have so unpleasant an odor! But 
what caused the headache, we 
wonder. Was it a psychosomatic re. 
action due to the “painful” state of 
mind when such a response is trans 
mitted to the brain by the olfactory 
nerves? Or was there some phvysiolo- 


gical reaction taking place, othe 
than the olfactory one? We would 
have liked to know if the smell. 
blind and anosmics (lucky folk. 


would 
response, 


on this occasion!) 
a similar 


have had 
finding it nec. 
to rush out for an 


essary aspirin, 
And how about those individuals 
whom we read about in the scien- 
tific literature from time to time, 


people who like odors generally re. 
garded as repulsive? Would they, 
too, have gotten a headache, or on 
the other hand would they find un- 
usual physical comfort as they sur- 
rounded themselves with _ this 
bloodstained dagger? 


Value of Older Workers 


ND we close our remarks with 

a word of commendation on 
the work that is going on to find a 
constructive program for utilizing 
the nation’s older personnel. At a 
conference held recently to cliscuss 
this problem, and presided over by 
Theodore G. Klumpp, president 
of Winthrop-Stearns, Inc., it was 
pointed out that it is economically 
wasteful and socially harmful to 
have compulsory employee retire: 
ment at the age of 65. Not only is 
the cost of maintaining an aging 
population growing, but a cultural 
crisis develops as well, when liter- 
ally millions of people are not 
made to feel that they are useful. 
By 1980, according to Dr. Klumpp, 
“there will be some 24,000,000 peo- 
ple in the United States 65 years or 
over.” While these people no 
longer constitute a needy popula- 
tion, being cared for by private and 
public retirement funds, social se- 
curity, and other money, the bur- 
den of producing for them still 
falls on that section of the mature 


population gainfully employed. 
Furthermore, many men still in 
their latter sixties, their seventies, 


and maybe older, desire some em- 
ployment, do not wish to remain 
idle, and require intellectual and 
manual stimulation if they are not 
to become a cultural burden to the 


country. 
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JEAN MOWAT 


Chicago—The tax proved itself 
to be more of a business headache 
this year than ever. First quarter 
sales were severely hit—in spite of 
all the pages of promotions in all 
the cities of the Middle West, from 
Detroit to Omaha. 


Summer-Time Goods 


Now that that is over, and with 
spring in the air, one might suppose 
that retailers would stock up on 
their sun preparations. But no—the 
average department and specialty 
shop will go very lightly on the sun- 
tan preparations. They regard 
these more as a drug store item, re 
quiring no trained sales personnel. 

Some of the finer stores, never 
theless, offer basic oils, new skin- 
protection ideas, and other prod- 
ucts and uses which need selling. 
One store suggests that eye-cream 
be used on the lids under sun- 
glasses, and at night, as an anti-age 
measure. The same store features 
hand-creams for protection and 
finds ample consumer interest. The 
market for such summer products 
is there—it just needs a little more 
exploring. 


Stuffers Sell 

The average cosmetic depart 
ment may include a stuffer or two 
in the bills to arouse interest in 
new products or in a sale offer. St. 
Louis stores find such a manner ol 
presentation an excellent way to 
make sales with the least effort. 
Fragrance sales are made by tele- 
phone directly to the department. 

Carson Pirie Scott & Co. com- 
bined with one other department 
to put out 11 stuffers, of which eight 
were for cosmetics. Each enclosure 
carried a space for name, address, 
and charge, c.o.d. or check enclo- 
sure. The returns are reported as 
satisfactory. Other stores in this 
area find that the offer of a sample 
brings in customers to the depart- 
ment and usually results in at least 
one added sale. Other stores find it 
is good bait to mention in advertis- 
ing that samples are available upon 
request in the department. Carry- 
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WHAT THE 


ETAIL BUYERS REPORT 


First Quarter’s Sales Hit by Tax Collections; 
Free Sample Bait An Effective Sales Lure 


ing the idea even further, one 
Middle West store gave out a card, 
to be filled in with name and ad- 
dress, for a sample of a new prod- 
uct, when presented in the depart- 
ment. The unusual point about 
this was that these cards were 
handed to one at the time the 
luncheon or dinner check was 
placed on the table. 


Pinks 

“This is the year for pinks,” said 
a uaeapele buyer, throwing all 
caution to the winds. “Pink has al- 
ways been featured as an early 
spring tint, but this year every com- 
pany is behind it, and the first sales 
are satisfactory. This may go on 
into the summer.”’ Pink sales have 
concentrated thus far on nail 
polish, lipstick, and powder. 


Hair Goods Hot 

Hair goods are doing exception- 
ally well this year. Whether we can 
thank home permanents for that, I 
couldn’t tell you, but the business 
is better than that of recent years. 
Rinses are rated first in volume 
sale, shampoos second, tieing with 
hair dyes and pencils, and then fol- 
low the various salves, ointments 
and brush-on sheen and _ luster 
creams. Advertising was largely lim- 
ited to half page company adver- 
tisements in leading newspapers in 
the area. The turnover appears to 
be due largely to impulse buying. 


Packaging Creams 

[he importance of packaging of 
creams is generally underevaluated. 
Unless a hand-cream comes in a 
dispenser type of container, it is a 
perennial shelf-hugger. In offices 
throughout the country these jars 
are used as desk ornaments. Women 
like to have these creams around, so 
that they may use them several 
times a day. However, the contain- 
ers should be more decorative, in 
other then kitchen or bath colors. 
Mahogany, bleached maple, silver- 
fox, oak, etc. to match the office 
desk will increase sales. 

This year there has been con- 
siderable buyer discussion of what 


Liquid make-up turnover prom- 
ising; hair goods are doing ex- 
ceptionally well. 


Department stores find that of- 
fers of free samples, available 
at cosmetic counters, bring in 
customers and ring up sales. 


Cream market is seen as under- 
developed; new packaging, 
teen-age instruction urged. 


size jar is the best seller in treat- 
ment lines. Saleswomen insist that 
there is much less resistance to the 
smaller jars because of the tax. Buy- 
ers are equally as fervent in their 
announcements that there is no 
change, “although we do sell many 
small jars.” 


Make-Up 


“The use of solid cake make-up 
is setting a new turnover record in 
finer oil cosmetics,” said a manufac- 
turer who was calling on a buyer. 

“In my work throughout the coun- 

try, I get behind the counter when- 
ever possible, and the aged skins on 
young girls is appalling. Where 
still possible, the cosmetics industry 
could cure this condition—and 
profitably, too—by instructing how 
to use and apply creams properly. 
There are some fine creams on the 
market that will do this, but the 
clerks must be trained to see and 
serve this younger generation.’ 

Buyers in several cities report 
that the demand for liquid powder 
bases now exceeds that for the 
older solid type. Said an Indiana- 
polis buyer: “It is largely due 
to their ‘moisture’ effect. Every 
woman wants to look like that 
today, and it is helping sales.” 


Of Samples and Scents 


The average buyer is frank to 
admit that the sale of samplers is 
of more importance than she ori- 
ginally anticipated. In suburban 
areas, where sales totals may soon 
equal those of the ‘mother’ store in 
the city’s major shopping center, 
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the sampler is highly important. 
Women like the idea of the small 
amount of perfume and several 
fragrances, the bottle small enough 
to carry in an evening bag, and the 
sampler box a desk accessory. 

Aside from these uses it has also 
directly stimulated sales of larger 
containers. While it may be true 
that men buy 85 per cent of all 
perfume sold—as one manufacturer 
announced over the air in an inter- 
view—the women dictate the fra- 
grance they want. 

In colognes, the sale of liquid 
still exceeds that of the stick, even 
in a promotion of the latter. The 
liquids have also promoted the sale 
of more atomizers and the small 
gay ones are favored by many 
women who believe that too large 
an atomizer permits a fragrance to 
evaporate. Last month there were 
specials on certain types which 
buyers consider a “winter” fra- 
grance in an effort to put in new 


stocks of summer florals. Yet all- 
year sales show florals to be first in 
volume. Fragrance in bubble bath 
is important. 


Promotions 


“Without a promotion one has 
difficulty in selling”, was the com- 
ment of a Kansas City buyer. “Pro- 
motions are as important in selling 
today as is the merchandise of- 
fered.” 

Other buyers throughout this 
area placed promotions as the first 
aid to any cosmetic department's 
sales program. These maintained 
business for the first quarter and, it 
is generally believed, they will be 
essential for the second quarter A 
promotion in this area is a full 
page ad, smartly illustrated and 
offering four to six items. Used 
once or occasionally twice a week, 
it maintains a flow of business, 
never at any time large, but in the 
aggregate important for the week. 


Radio Promotion of ‘Bottlettes’ Scent Packages 
Runs Into Better Business Bureau Complaints 


MAGGIE FLEMMING 


Buffalo—Perfume suffered a 
jostling around here in Buffalo 
this past month. The cause was a 
fast-pitch, week-long radio promo- 
tion of a packet of 24 bottlettes of 
scent, two each of 12 top brands, 
which sold for $2.00 plus C.O.D. 
charges. Promoted exclusively by 
radio with hard-selling, im- 
mediate-action commercials 
the packets could be secured by 
phoning in to the radio station on 
which the commercial was heard. 
Special switchboards handled the 
calls and serviced the orders. Four 
of Buffalo’s five top radio stations 
participated, and orders swept into 
each of them with the surge of a 
flood. This same promotion had al- 
ready been conducted with excel- 
lent success in other parts of the 
East. Details of the entire operation 
were covered in an article appear- 
ing in the February 8th issue of 
Printer’s Ink, entitled “5-Month 
Radio Campaign Pulls 8 Million 
Dollars in Phone and Mail Orders 

Does Bang-up Sampling Job 
for 12 Perfume Makers”. 


Customers Complain 

Though thousands of the packets 
were sold within the first two to 
three days in Buffalo, the whole 
project suddenly hit a snag. Several 
purchasers of the packets com- 
plained to the Buffalo Better Busi- 
ness Bureau, maintaining that the 
packets were misrepresented in the 
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radio advertising and failed to meet 
their expectations. Investigation re- 
vealed markings on the inside of 
the packages which indicated they 
were packaged originally to sell in 
department stores for 83¢ plus 17¢ 
tax—or a total cost of $1.00. (From 
all we could learn, this cola de- 
partment store tie-in fell through 
so the owner of the packets, the 
Perfume Sales Co. of New York, 
devised this radio stunt as a means 
of selling them.) 


Unfavorable Publicity 

The discrepancies of the situa- 
tion were headlined in local papers, 
the $2.00 “bargain” being noted by 
the Buffalo Better Business Bureau 
as worth only 60¢. This was unfor- 
tunate for the news story failed to 
take into account the fact that even 
though the perfume itself may not 
have ~ been worth more than 60¢— 
the expenses involved in its radio 
advertising, special switchboard 
handling of phone orders, etc., all 
had to be encompassed in the even- 
tual price of the item—plus, of 
course, the tax which was also in- 
cluded. 

The _ bottlettes themselves con- 
tained a single application of each 
scent, but apparently this fact was 
not made too clear in the first radio 
plugs. This was remedied on re- 
maining radio commercials, and 
the word, “ampules” was substituted 
for “bottlettes” at the request of the 
Better Business Bureau. Though 





the Perfume Sales Co. of New York 
launched their packet under an 
ironclad money-back guarantce for 
any dissatisfied customers, and hon. 
ored these Buffalo complaints, the 
total promotion left a regrettable 
taste around town . a taste that 
could have been easily averted with 
better integration ol public rela- 
tions. 


Make-Up, Cream Specials, 
Group Samplers Sell 


LEE MCKENNON 


New Orleans—Customers here 
are demanding a make-up that will 
stick, thanks to the seasonal brisk 
winds. 

Max Factor’s Pan Stik is selling 
due to its convenient purse-size con- 
tainer and its lasting qualities, one 
buyer says. Still another buyer re- 
ports Germaine Monteil’s Anatome 
Fluid Makeup is an active item, 
especially in the $5.00 size. She says 
the advertising campaign in the 
local papers pulled very well. She 
has noticed cunstomers usually buy 
the $5.00 size first, then take the 
$8.00 size when they need a new 
supply. Helena Rubinstein’s make- 
up expert at still another store is 
doing very well, demonstrating and 
selling her foundations, creams, 
powders and lipsticks, the buyer 
happily reports. Representatives 
definitely give impetus to a line, 
even a well-established steady-sell- 
ing line. 

Corday’s small-sized scents are 
extremely dear to the heart of the 
buyer who had just sold out of the 
i-fragrance stick cologne package 
and reordered. Another Corday 
item which is very popular is the 
purse trio which includes 3 small 
bottles of liquid scent with a metal 
container for carrying the bottle in 
the purse. Buyers agree that in 
group packaging the pi ackage seems 
to move faster if the included items 
are small and the unit sells for a 
reasonable price. This is also borne 
out by the popularity of Helena 
Rubinstein’s Stay-Long Lipstick 
Shade Sampler which is going very 
rapidly. 

Specials continue to be success- 
ful. Dorothy Gray’s special $2.25 
Salon Cold Cream for $1.25 and her 
Dry Skin Mixture special $1.00 
limited time only, moved quickly 
as usual, this season. 

Cosmetics for stockings are new 
but the buyer says she is selling a 
nice volume of Nettie Rosenstein’s 
Nylon Shampoo, a liquid for suds- 
ing out stockings. 
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Top Department Store Ventures Open Sales Rack; 
Perfume Samplers, Except Gourielli’s, Fail 


DON COWLING 

Los Angeles—J. W. Robinson 
Co. one of the country’s top de 
partment stores, is experimenting 
with open displays for drug and 
toiletries sundries. The section is 
set against a wall, and while the 
racks are the same as those in a 
grocery or a pine board drug store, 
a salesgirl hovers in attendance. 
There has been so much discussion 
of the inroads rack toiletries dis- 
plays in supermarkets have made 
into department store toiletries 
sales that now something is going 
to be done about it. One of the na 
tion’s top department 
going to fight fire with fire. In view 
of the activity on fair trade, this 
experiment becomes doubly in- 
teresting. We shall check on pro- 
gress and report on it later. 

From the good results of sampler 
perfume promotions last fall it was 
generally supposed that they would 
be active, considering the change ol 
season, at this time of year. But out 
here, at any rate, they fell flat after 
the first of the year. The only one 
doing much is Gourielli’s Eau de 
Parfum, which has been selling 
well at 6 dram vials for $1.00. 

However, the only subject buy- 
ers want to discuss right now is the 
F.T.C. ruling. Not many of them are 
set on that, and until they are they 


stores is 


are not ready to plan promotions 
or go all out on any kind of item. 
Until the points that are bedevil- 
ling toiletries buyers have been 
cleared out manufacturers might as 


it, both as a sample item with othe 
Coty products, and later on _ its 
own. 

\ far greater hope, however, is 
placed in Rubinstein’s coming con- 
tour-lift film, which is to be a 
day-and-night firming agent with 
temporarily wrinkle-removing qual- 
ities. It’s that last that will wow 


The Choldun Division of Arrow Labs., Inc. brightened its recent sales meeting with a party at 

the Copacabana night-club in New York, N. Y. Shown are, from left to right, Henry Dunn, 

secretary, Dick Papot, sales engineer, H. L. Vaniman, Wm. Osborn, Gordon Mitchell, Bud Loose- 

more, all sales representatives, Eric Eichwald, vice-president, Dave Oles, treasurer, Walter 

McKim, export manager, Ben Charles, general manager, Bill Rocklen, assistant sales manager, 
and Seymour Millerman, advertising manager. 





well hold their new items and their 
promotions. Most buyers out here 
are looking ahead to the time when 
the situation will be sufficiently 
clarified so that they can get their 
minds back to merchandising and 
selling. 


Rubinstein Lipstick Sampler, John R. Powers’ 
Liquid Line Highlight Timid Turnover 


MARY LINN WHITE 

Cincinnati—Early spring busi- 
ness was nothing for the toilet 
goods men to mention to their 
bosses, though most of them man- 
aged, one way or another, to meet 
their figures from the preceding 
year. One of the chief helps in 
doing it was Helena Rubinstein’s 
lipstick sampler, which sold in 
great quantity. 

One buyer explained the sam- 
pler’s success this way: “Believe it 
or not, after all the educational 
work that needed to be done, there 
are still women who need that 
chart on the back, telling them 
what color of dress calls for what 
shade of lip color. They hesitate to 
buy a whole, full-cost lipstick 
which they might find wrong. Many 
of them wear an odd color only for 
a rare occasion. Particularly the 
young kids go for the samplers. 
They like to experiment. The older 
women often buy the same old 
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shade, season alter season.” 
and Doepke) 

The large promotion staged in 
behalf of John Robert Powers’ line 
of liquid cosmetics by Pogue’s was 
termed most successful by the store. 
Though the line has been available 
exclusively at another store for sev- 
eral years and though the idea of 
liquid make-up is no longer new, 
there was a continuous crowd of 
purchasing customers attracted by 
the demonstration. Ads and news 
stories in the three dailies helped, 
and TV appearances tied in with 
the push. Another liquid make-up 
doing well at Pogue is Jacqueline 
Cochran’s “Flowing Velvet’, for 
which there is a steady and strong 
demand. 


(Alms 


The Coty people, seeing the im- 
mense popularity of the liquid 
powder bases, will come out with 
one of their own soon, much on the 
order of Rubinstein’s or Revlon’s. 
The stores expect big success with 


them in this town. A few years ago, 
without a big firm name behind it 
and with very little local and no 
national advertising, an item which 
promised wrinkle-removal for a 
period of eight hours sold like wild- 
fire here. A six-inch newspapet1 
story which mentioned what it 
would do, but not its name (which 
was Trill) brought a deluge of 700 
phone calls to that paper. The calls 
came in months later and one, even 
two and a half years later. 

Now, with Rubinstein’s name 
and the promises she makes, this 
new item will undoubtedly raise 
many a buyer’s figures for the 
month, especially since they all 
plan some sort of promotion. Price, 
it’s predicted ($3 and $5), will be 
no barrier, as the aforementioned 
pink liquid sold for $2.75 for a very 
small bottle and sold plenty. Too, a 
similar product, Denney’s invisible 
chin-strap, goes right on selling 
away at $5 a crack. 

So far it’s too early to say whether 
Shadow Wave, the easy-do home 
permanent, will be as great a suc- 
cess here as elsewhere. Only a 
couple of ads have been run, but 
response was good. Hair things 
usually do very well here, whether 
for coloring, curling, or thickening. 
The poodle cut has “caught on” 
and that makes frequent perma- 
nents very necessary, so that may 
be an additional factor in increas- 
ing all home permanent sales. 
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Dallas Sales 


Sparked by J. R. Powers, Dorothy Gray, 


Frances Denney, and Shadow Wave Promotions 


JEAN ROBERTS 


Dallas—Since Easter is not a 
big cosmetic season in Dallas, most 
stores have not planned any promo- 
tions for that season. Only one spe- 
cialty store indicated that it had set 
up any campaign at all to capture 
any extra seasonal business. 


Anniversary Promotions 


During the past month, two 
major department stores have had 
extensive anniversary sales. Cos- 
metic counters profited both from 
tie-in advertising in radio, news- 
papers and windows, and by store 
traffic. 

Tiche-Goettingher celebrated its 
50th anniversary; A. Harris & Co., 
its 65th. Department heads offered 
several lead items with good results. 
Most effort, however, was centered 
on attractive and sales worthy coun- 
ter displays. In each case a careful 
study was made of what items had 
the eye catching and mass appeal. 

A. Harris counters produced 
extra sales despite the fact that the 
department was in the midst of an 
expansion program which will al- 
most double the size of the area 
Opening day for this new section, 
which will have new decorations, 
fixtures and counters, is set for the 
week of April 11. 


Beauty Strap Pulls 


One of the most successful pro- 
motions of the past weeks reported 
by this store was Frances Denney’s 
‘Invisible Beauty Strap’, a $5 item 
which produces an amazing num- 
ber ol Promotion was 
handled through editorialized ads 
in the newspapers, radio, a mailing 
piece and windows. 

\ mailing piece on Chantilly’s 
Liquid Skin Sachet and Toilet 
Water package continued to pull 
customer’s for many weeks. 

Sanger Bros. has taken advantage 
of this between-seasons interim to 
bring i in manufacturers’ representa- 
tives. Most successful was the John 
Robert Powers clinic which pre- 
sented a make-up authority and 
demonstrations by Powers models 
on the floor of the store. This was 
tied in with newspaper and radio 
advertising and a set of display win- 
dows. 

Despite bad weather a Dorothy 
Gray Beauty Clinic also brought 
many customers into the store. Five 
demonstrators from the home office 
were in the store for this clinic. 
The amount of merchandise moved 


sales. 
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as a result of this event was most 
encouraging, according to the 
buyer. 

Another good promotion which 
was sparked by a manufacturer’s 
demonstrator was for ‘Shadow 
Wave”, the new home permanent. 


Department Stores’ 1951 Drug 
Cosmetics Net 5% over 1950's 


Sales of cosmetics and drug sun- 
dries by department stores in 1951 
were five percent higher than such 
sales in 1950. 

December 1951 sales of cosmetics 
and drug sundries by 327 depart- 
ment stores were one percent above 
such sales in December 1950 
which, in turn, recorded sales four 
percent above Dec ember 1949. 

The value of department store 
stocks of cosmetics and drug sun- 
dries at the end-of-December 1951 
was one percent higher than at the 
end-of-December 1950 which, in 
turn, had been eight percent highe 
than values of stocks at the end-of 
December 1949. In relation to sales 
of cosmetics and drug sundries dur- 
ing December 1951, department 
stores had on hand, at the end-of- 
December 1951, about 1.4 months’ 
supply of cosmetics and drug 
sundries, the same amount as 
at the end-of-December 1950. 
N.B.B.M.A. 


F.T.C. Attacks Distributor’s 
Advertising as Misleading 


The F.T.C., in a complaint 
against a perfume _ distributor, 
charges the latter with advertising 
that ‘his perfumes and toilet waters 
are compounded in France, while 
actually made from domestic ingre- 
dients. According to the F.T.C.,, 
the deception was accomplished 
through the use in advertising and 
on labels and invoices of brand 
names consisting of French words, 
and pictures of the Eiffel Tower 
and the words “Greetings from 
Paris” in advertisements. The dis- 
tributor denied that he represents 
the perfumes and toilet waters as 
made in France, and claims that 
they are made from imported 
French oils. 

The F.T.C. also attacked distrib- 
utor as representing that a substan- 
tial amount of 24 Kt. gold in cer- 
tain of his perfumes made their 
fragrance last longer. The distribu- 
tor denies that he currently makes 
such a claim, but does assert that it 


has a beneficial effect on the per. 
fume. He also took issue with the 
F.T.C. allegation that the gold con- 
tent of his perfume is “‘infinitesi- 
mal.” 

The distributor has also denied 
F.T.C. complaint that an ofler to 
sell a package with three bottles of 
perfume, with a fourth one free, 
for a limited time at a specified 
price, was misleading. The F.T.C, 
charges that the offer isn’t on a 
limited time basis, and that the 
necessity to purchase three bottles 
to receive a fourth one, failed to 
make the latter “free.” 


British Retailer’s “Avenue of 


Cosmetics” Successful 


An avenue of cosmetic shops 
along one wall of Lewis's Ltd., 
Glasgow, England, has turned out 
to be such a successful arrangement 
that other units in the group are 
adopting it. Designed originally as 
a Christmas trade feature the ay- 
enue consists of four separate shops 
side by side, each devoted to one 
particular maker’s products, and 
staffed by an assistant trained in 
the technique of that firm. 

Although a uniform type of lay- 
out is used in the four—each having 
a small front counter, rear shelves 
and complete open vision—the dis- 
tinctive colours and brand motifs 
of the makers are used on their own 
section of the avenue. 


Macy’s Attacks Fair Trade Law 
Before House Subcommittee 


An economist for R. H. Macy & 
Co., New York department store, 
accuses fair trade laws of raising 
prices. In testifying before the 
House judiciary subcommittee 
which is considering legislation to 
restore fair trade laws to their for- 
mer effectiveness, Q. Forrest Walker 
asserted: “Public policy requires the 
protection of millions of customers, 
not the self-interest of a handful 
of manufacturers and_ retailers.” 
Referring to fair trade laws, he 
stated: “They are unenforceable, if 
only by reason of the American con- 
sumer’s insistence on his right to 
buy at the lowest price he can find.” 

Others att: icking fair trade laws 
included Samuel Rosenthal, Rich- 
mond, Va., druggist, and Dr. Jo 
seph M. Klamon, professor of 
marketing at Washington Univer- 
sity, St. Louis. Mr. Rosenthal sub- 
mitted a list of 208 items, including 
toilet articles, which he asserted 
retailed for $945.10 in the 45 fair 
trade states, $740.86 in the remain- 
der of the United States, which does 
not come under such statutes. 
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iw POE and PROMOTIONS 


LANCOME SALES, INC. announces that 
the price of Magie, its French per- 
fume, ranges from $7 to $60, in 


sizes from 14 to 2 ozs. The Baccarat 


Lancome’s $60 Baccarat Satin Luxe 


Satin Luxe 2 oz. package sells fon 
$60. Qui Sait and Tropiques will 
also be distributed. 


MCKESSON & ROBBINS has scheduled 
a full-color advertising campaign 
for its Tartan suntan lotion in ten 
national magazines, via radio and 
television spot announcements, and 
an intensive publicity drive. ‘The 
products will also be introduced in 
a new plastic 4+ oz. squeeze bottle, 
with a decal label. The product 
will sell for $1.25. 


RICHARD HUDNUT’sS Stim-Stick is an 
after-shave lotion in stick form. 
Packaging is black-white-and-gold; 
the price is $1.25. A Hudnut Special 
consists of Children’s Home Pet 
manent Refill and a 2 oz. bottle ol 
Creme Shampoo, in a yellow dis 
play boot, at $1.75. Home Perma 
nent Refill Kit and a 2 oz. bottle of 
Creme Shampoo will retail for 
$1.50, starting May 1. Another 
combination package, an 8 oz. bot 
tle of Creme Shampoo and a 2 oz. 
bottle of Creme Rinse, will sell for 
$l in June. 


HOUBIGANT has slated a_ special 
package of toilet water and stick 
perfume for Mother’s Day and pre- 
summer sales at $2.75, the price of 
the toilet water alone. 


HOUSE OF HOLLYWOOD, aiming for 
drug and department store outlets, 
will launch an advertising and pro 
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motion campaign. National wom- 
en's group publications and radio 
will be used. Heretofore, distribu 
tion centered around syndicate and 
variety stores. 


MENNEN Co. will promote its line of 
baby products, including oil, soap, 
powder and cream, with extensive 
advertising, including 64 newspa- 
pers in 52 cities, and 18 consumer 
magazines. ‘The products will also 
be promoted through its Twenty 
Questions television show. 


PARFUMS CHARBERT will introduce 
Cologne Stick ‘Trio in its women’s 
line. Containing three 4 oz. 
cologne sticks in different fra 
erances, it will sell for $1.50. In the 


Charbert’s Morning Bracer 


men’s line, Morning Braces is a 
special introductory offer consisting 
of 2 ozs. each of aftershave lotion, 
eau de cologne, and a tube of brush 
less shaving cream. The bottles are 
glass with alligator-grain paper la 
bels, to match the Charbert flask. 
Che limited time retail price is $1. 
Charbert also intends to introduce 
a new 1.5 oz. after-shave stick at $1. 
It will be packaged in glass with a 
plastic cap. 


PEGGY SAGE will promote its newest 
spring pink, Proud Beauty, with 
magazine and newspaper advertis 
ing. It comes in lipstick and nail 
polish. A special Proud Beauty 
package, a flower cart made ol 
ish in white styrofoam. It sells fon 
white wire, holds lipstick and pol 
$1.95. 


LUCIEN LELONG is launching a new 
spring line, Harem, in matching 
lipstick, face powder, pressed face 


powder, make-up, called Cream 
Wafer Quick Change, and liquid 
make-up, called Quick Change. ‘The 
lipstick is orange-red, the make-up 
suntan shade. The latter is pack- 
aged in white with gold crescent 
and star. 


AZIZA Will introduce Clinging Vine, 
a green mascara, at $1.50. 


FIVE DAY LABS. Offers the 59 cent jar 
of 5 Day Deodorant Pads and the 
25 cent size bottle of Kreml Sham- 
poo for 59 cents. 


PAN AMERICAN LABS. will expand 
distribution of Benephyll, a chloro- 
phyll mouthwash, to several eastern 
areas following Florida market 


tests. Advertising will cover news- 
papers and television. 


JOHN HUDSON MOORE, INC. offers a 
new gift package, Sportsman Coun- 
try Club Set, pairing Toddy Stick 
solid after-shave lotion and D-Bar 
solid deodorant, in a miniature 
ereen and tan golf bag with mock 
golf clubs and a gift card in the 
form of a Pro Golf Shop identifica- 
tion tag. The set will be introduced 
with national magazine advertising, 
keynoted: ““Tee-off with Sportsman 
Good Grooming Sticks.” It will re- 
tail for $2.25. 


New John Hudson Moore men's package 

















































































Ayer’s entry for shadow control 


HARRIET HUBBARD AYER is introduc- 
ing Ayer Magic, a highly reflecting 
cream designed to lighting shadows, 
dark circles, and hollow areas for a 
more youthful look. Consistency 
keeps it localized. Application is 
said to take from 20 to 45 seconds. 
With a rubber sponge, it sells fon 
$2.50. 


COLGATE - PALMOLIVE - PEET CO. is 
planning to distribute its Veto de- 
odorant in a spray container this 
spring. It is now being test mar- 
keted. Colgate Chlorophyll tooth- 
paste is also being tested. The con 
cern is reported to be ready to 
market shaving cream in a spray 
container, 


WHITEHALL PHARMACAL Co. plans to 
distribute Princess Eve Chlora 
Stick, a new solid deodorant using 
chlorophyll. Marketing tests, using 
newspaper and radio advertising, 
are underway. 

rHE SKWISH CorP. is distributing a 
lipstick-size atomizer. It operates in 
any position by pressing on the 


cae 





Miniature atomizers 


rubber top. The glass flacon, en- 
veloped by brass, is easily refillable. 









286 April, 1952 





Skwish, in a flannel carrying case, 
sells for $1.25. 


WRISLEY CO. offers summer soap as- 
sortments as part of their 90th an- 
niversary promotion. ‘The summet1 
promotion will also include special 
trade deals on other toilet goods. 


R. B. SEMLER, INC. is promoting a 
59 cents combination package ol 
Kreml hair tonic and cream hai 
dressing. ‘Thirty newspapers, 20 
magazines, and a Sunday weekly 
are being used. 


BOURJOIS, INC. is marketing Hide ’N 
Seeks, perfumed pads to fit the up- 
per part of stockings. 


JOHNSON & JOHNSON introduces a new 
plastic squeeze baby lotion package 
at 59 cents. 


PARFUMS CORDAY is launching 
Purse-Trio, three bottles of eau de 





Corday’s eau de toilette sampler 


toilette and a golden purse-case, 
into which any of the three bottles 
fit, packaged in a grey and gold 
suede box. The price is $2.50. 


CHARLES OF THE RITZ is introducing 
two new make-up shades for the 
first time in five years. ‘They are 
Bright Pink and Titian. 


HAZEL BISHOP is promoting two new 
shades, Real Orange and Pastel 


Pink. 


L’ORLE is marketing Bachelor Club, 
a new men’s line featuring after- 
shave lotion, cologne, and cologne 
stick. 


PUREPAC CorP. is launching Chlora- 
mint, its chlorophyll mouth-wash, 
with magazine and newspaper ad- 
vertising. The product was recently 
introduced in the New York area 
with free samples. It comes in a 





12 oz. green bottle with white cap 
and sells tor 57 cents. 


PROCTER & GAMBLE Co. ollers a 15 
cent merchandise coupon with each 
large tube of Prell shampoo. The 
coupon is good for any hair care 
product in the drugstore. The 
dealer is paid full value for each 
coupon, plus | cent for handling. 


GERMAINE MONTEIL 1S introducing 
Frou-Frou spring eau de cologne 
and dusting powder. Both come in 
white boxes with gold signatures, 
An oval box with a sifter top and 
a puff in the lid holds the powder, 


OCULINE CO., INC. is distributing Eye 
Pads exclusively through depart 
ment stores. A milk white jar con- 
tains 80 pads, for 40 treatments, 
and sells for $1.50. 


ASSOCIATED BRANDS is conducting a 
$500 children’s contest on its Kid- 
metics bubble bath. It revolves 
around a coloring book, which is 
available in special dealers’ pack- 
age deals, together with counter 
cards and window streamers. The 
promotion is supported by televi- 
sion, radio, and Sunday weekly and 
magazine advertising. 


PATRICIA STEVENS beauty aids, 
valued at $39.50, are being given 
to any § ert ot a Thor washer, 
and a $2.25 Lilt permanent wave 
kit to every woman who watches a 


10-minute dealer’s demonstration. 


HELENA RUBINSTEIN offers a plastic 
kit, with one black and one blue 


stein 


elena Rubin 
: pink and Fair 





“Pink and Fair’’ and ‘Sunny Coral" 


tube ol waterprool mascara, two 
brushes, a container with blue eye- 
shadow, and an eyebrow pencil. 
The kit closes into a roll. The price 
is $2. “Pink and Fair” and “Sunny 
Coral” are new lipstick and nail 
polish hues. Rubinstein’s “Shade 
Sampler” lipstick package indicates 
the exact shades of the lipsticks on 
the cover through Gair sheet-fed 
gravure printing. 
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LADY ESTHER will undertake a $l,- 
000,000 newspaper campaign. 


PEARSON PHARMACAL CO. is sponsol 
ing Police Story, a new weekly half 
hour CBS television real-life drama, 
in behalf of Ennds chlorophyll tab- 
lets and Eye-Gene eye drops. 


RICHEL COSMETICS, a Dagget & 
Ramsdell subsidiary, presents vio- 





Richel’s violet-scented line 


let-scented toilet water, bath pow- 
der and talc. 


ANATOLE ROBBINS will introduce 
Universal Lipstick in one shade for 
blonde, brunette, redhead, day and 
night wear. 


REVLON is marketing its Aquama- 
rine lotion in a translucent plastic 
squeeze bottle. 

THE HOUSE OF WESTMORE 1s promot- 
ing Tru-Glo, its new liquid make- 
up, with an intensive magazine ad- 
vertising and merchandising spring 
drive. The product sells for 59 
cents. 


SCHICK is marketing Pre-Shave Lo- 
tion, for use with electric shavers, 
at 79 cents per 3 oz. bottle. 


STERLING DRUG INC. is promoting its 
special offer of two 50 cents-size 
tubes of Phillips’ Tooth Plaste at 
63 cents, using radio, newspapers 
and magazines. 


DE HERIOT is marketing Garden of 
Miniatures, a flowet pot with hand- 
made flowers, containing five half 
dram vials of perfume. It retails fon 
92.50. Heriot is also introducing 
Breath Takers, 100 chlorophyll pel 
lets in a vial at $1. They are claimed 
to be the only chlorophyll product 
flavored with perfume. 


STANDARD INSOLE, INC. is distribut- 
ing Chloro-Ped insoles. The upper 
side is dark-green fabric impreg- 
nated with chlorophyll, the base is 
a lighter green foam rubber. A 
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moving window display will show 
the soles in action. They sell for 49 
cents per pair. 


BOURJOIS is marketing Perfume 
Corsage at $1.25. 


OGILVIE SISTERS has boxed nine hair 
products into three boxes. Each 
box, with $3.50 in merchandise, 
sells for $2.75 tor a limited time. 


YARDLEY is using a newspaper cam- 
paign, the first in several years. 


SHULTON is tieing in its Garden 
Toilet Water with the Diamond 
Hosiery Co. A 34 oz. size of the bot- 
tle will be given free with every 
three-pair purchase of any of four 
style heels of hosiery. 


RILLING-DERMETICS is undertaking 
an advertising campaign featuring 
S. A. Cleanser. Dealers are offered a 





Combination counter-display and shipper 


counter display unit, holding six 
8 oz. bottles of the cleanser, counte 
cards, tear sheets, newspaper mats, 
and window displays. The new 
Dermetics spring and summer 
shade is called Cherrie Pie Pink. It 
comes in lipstick and rouge, each 
selling for $1. Dermetics is distrib 
uting a counter-display, holding six 
2 oz. bottles of Blushing Hydro 
nized Beauty Oils, which becomes 
its own shipper when folded. 


MARIE EARLE introduces Masque 
Glace, a make-up foundation 
cream. It comes in box contain- 
ing eight small tubes, each tube 
containing enough for two or more 
treatments, thus preventing drying 
out and providing maximum port- 
ability. Each box sells for $3. 


MILLOT is introducing three of its 
French floral colognes into the U.S. 
Che price is $3.75 per 314 ozs. 





LENTHERIC’s Icicles have been re- 
packeged in tin-foil covered card- 
board cylinders in glass bottles. 





Lentheric’s Icicles 
Singly 85 cents, Deep Freeze, a 
snowflake sprinkled box, holds 
three and sells for $2.25. 


PRODUCTS DE BEAUTE, INC. introduces 
six new Esme of Paris per rfume 
packages, each containing, in addi- 
tion to the 14 oz. or | oz. container, 
a gardenia flower, a 1 dram non- 
spillable filled bottle, plus a funnel 
to refill, without additional charge 
The packages retail from $10 to 
$18.50 per | oz., from $5.50 to $10 
per 14 oz. The same fragrances also 
come in 3 oz. spray perfume pack- 
ages, which in addition contain a 
dram matched perfume in a non- 
spillable bottle. The price pet 
package is $3.50. Newest fragrance 
in the Esme of Paris line is High 
Heels. 


ERNO LASZLO cosmetics are pack- 
aged in all-plastic containers with a 
black urea square Beetle closure 
with a cameo on top. Under 
it is a functional, standard round, 
threaded closure. 


Typical Laszlo container 
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Oil Rose 
Rectified P.R.C. 


This fine imported product is a completely natural distillation of the Rose Damescena. It is 


extracted according to the process formerly employed in our Bulgarian distillery. 


The recent world-wide tightening and irregular supply of Bulgarian Otto have given 
considerable attention and added importance to Oil Rose Rectified P.R.C. Its excellent 
quality and dependable supply have made it extremely valuable to essential oil houses 


and perfumers alike. 


P, Robertet Ine. 125 East 23 Street - ORegon 3-7585 


THE NEW YORK OFFICE OF P. ROBERTET & CIE. * Grasse, France 
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Use of Linseed Oil Fatty Acids 


How and why linseed oil fatty acids offer advantages over 


soya bean oil fatty acids in the production of high grade soap 


products. ‘ 


OR many years floor scrub 

soaps have been based on lin 

seed oil potash soap, but when 
linseed oil hardened in price, many 
producers turned to the cheapei 
sova bean oil as an alternative. To 
day the position is rather diflerent 
as linseed and soya fatty acids are 
now equal in price and the use of 
linseed is, therefore, being increas 
ingly specified for many high grade 
soap products. To those who are 

considering the advisability ol 

using greater quantities of linseed 

fatty acids or switching from soya 
bean to linseed, the following 
points may be worth considering: 

1. Their low titer is of great assist 
ance in preventing liquid soaps 
from hazing at low temperatures. 
This means that such soaps have 
a better shelf life, and when used 
as a basis for produc ts sald to the 
public, are more attractive in ap- 
pearance. 

By use of linseed fatty acids the 
soaper is able to make soaps of 
high anhydrous soap concentra- 
tions which renders possible a 
worthwhile reduction in freight 
charges. 

Linseed oil fatty acids give a 
lighter coloured soap than most 
other fats used for scrub soapers, 
etc., moreover, the linseed soaps 
show no tendency to darken and 
thereby appear “‘off grade.” 

- One criticism of soya bean soap 
has always been that it lacks the 
full lathering properties of lin 
seed and other fatty bases. It is 
important that soaps should 
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lather freely and possess quick 
detergent ability. 

Linseed soaps are rather more 
soluble in water than those 
made from soya bean and, there- 
fore, easier and quicker to use. 
It follows, also, that such soaps 
are easier to remove’ from 
washed floor surfaces by rinsing 
than those of lesser solubility. 
Linseed fatty acids give a soap of 
less viscosity but greater soap 
concentration than the soya bean 
acids. This is an advantage to 
the manufacturer who preters a 
product of medium rather than 
high viscosity as it is easier to 
handle and also to modify by 
means of various additives. 

\ further advantage of linseed 
oil fatty acids in scrub soap is 
that the presence of a little free 
fat in the soap is definitely bene- 
ficial to linoleum and composi- 


Points to consider in making floor scrub soaps 


tion floor surfaces as it improves 
the finish and is able to neu- 
tralise any free alkalies which 
may be present. Whereas some 
fatty bases, such as soya bean, 
tend to leave a greasy film on the 
floor, the linseed is free from this 
objection and is, in fact, ab- 
sorbed by the linoleum. 
Soaps made from a linseed base 
blend exceptionally well with 
such common additives as potas- 
sium carbonate and _ trisodium 
phosphate and they have no un- 
desirably masking effect on pine 
oil or other perfuming ingredi 
ents. 

\lthough linseed oil has, in the 
past, been used almost exclusively 
for floor scrub soaps sold in bulk to 
institutions, it is a fact that the 
pure linseed oil fatty acids are also 
suitable for making many retail 
liquid soap lines. By using the pure 
acids instead of the natural oil, the 
soaper is able to exercise a more 
careful control over production. 

There is no variation in batches 
and uniformity of quality can be 
maintained. With the acids there 
is no need to leave the soap to settle 
for several days so as to allow im- 
purities to fall to the bottom of the 
container. When pure fatty acids 
are specified the liquid soap has a 
better colour and contains no trace 
of mucilaginous substances or other 
impurities. 

Linseed oil fatty acids are, of 
course, more expensive than the na- 
tural oil, but taking into considera- 
tion the above facts it is, for many 
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processes, easy to justify their use 
on grounds of real economy. 

When purch: ising linseed oil 
fatty acids it is essential that qual- 
ity should not be sacrificed fo: 
price. It is bad business to buy any- 
thing but the best commercial 
grades. 

For the guidance of potential 
buyers it can be said that suitable 
grades of linseed oil fatty acids fon 
liquid soaps should have the fol- 
lowing characteristics: 


Acid number 197-204 
Saponification 197-204 
lodine No (Wigs) 155-160 
Colour (Gardner) 6-10 max. 


Choosing a Perfume for 
Liquid Soaps 


NE of the chief headaches of the 
soaper making perfumed liquid 
soap is to ensure that his product is 
sparklingly bright, crystal clear and 
glass-like in transparency yet at the 
same time economical to manufac- 
ture. It so frequently happens that 
perfume ingredients tend to cloud 
the soap and render it necessary for 
expensive filtration processes to be 
employed. In choosing perfume oils 
and other scented additives it pays, 
therefore, to take particular care 
that the following points are noted. 
That even with dilute liquid 
soaps, 1.€. concentrations as low 
as 15%, the additive does not 
cause any turbidity. 
That the perfume does not lose 
its fragrance or suffer any notice- 
able change during the inevita- 
ble ageing of the soap. 
That the perfume has no ill 
effect on the shelf life of the 
soap. 


Grape Seed Oil as a Soap 
Making Material 


OW that greater thought is be 

ing given to the recovery of 
grape seed oil it is of interest to 
consider its use for soap making. In 
Europe this oil has for many years 
found uses in food manufacture 
and to a smaller extent in soap pro- 
duction, particularly for liquid 
Grape seed oil is a semi- 
drying oil which resembles soya 
bean oil. The highly refined oil 
from American sources has an 
iodine number from 105-160 and 
consists of an oleic acid range from 
10-34.5°% linoleic acid from 54 to 
71% and linolenic approximately 
2.1%. In modern works practice in 
the U.S.A. the oil is recovered 


soaps. 
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in hydraulic presses, neutralized 
with caustic soda to remove free 
fatty acids and other impurities, 
bleached with activated clay and 
carbon and deodorized by high 
vacuum steam distillation at 6 mm 
and 450 deg. F. The oil finds its 
main use for edible purposes but a 
less highly refined grade may one 
day be available for specialised soap 
manufacture. 


Household Soap Trends 
HERE are surveys, and surveys, 
and among them the studies of 
the A. C. Nielsen Co. hold a pre- 
eminent position. The work is 
based on actual accounting studies 
carried out in a large number of 
carefully chosen stores, and the re- 
sults, generally available only to 
the clients, disclose sales and in- 
ventory trends by brand name, 
geographical location, and many 
other variables. Because the results 
are so reliable, they are worth more 
than passing attention, and that is 
why we call special attention to the 
study of household soap trends 
presented to the American Soap 
and Glycerine Producers by P. J. 
Stomberg, a Nielsen vice- president. 
The report is filled with so many 
important facts that it is difficult 
to extract a few. Synthetic deter- 
gents, as might be expected, con- 
tinue to increase in popularity, at 
the expense of other household 
soap. An estimated 17% increase 
in the synthetic detergent sales 
from 1950 to 1951 (based on ton- 
nage) can be contrasted with the 
total household soap sales, includ- 
ing synthetic detergents, which de- 
creased during the same period by 

The total soap sales from 1950 
to 1951 rose, on the dollar basis, by 
approximately 8%, while dollar 
advertising schedules rose 26%. 
Finally, a word on prices. ‘The 
average food price index of the 
Bureau of Labor Standards shows 
an increase from October 1948 to 
October 1951 of 7%; the toilet 
soap prices declined during this 
same period by some 11%; and 
packaged soaps and detergents de- 
clined 10%. With the American 
consumer extremely price-con- 
scious, this favorable movement of 
the retail soap market should be 
driven home in every possible way. 
Nothing can make such excellent 
public relations, which in the final 
analysis results in better sales, than 
to hammer away at the achieve- 
ment of having kept prices lower 
and lower during — inflationary 
years. 


News of the Industry 


Canadian Soap Figures Indicate 
Trend to Increased Production 


Canadian factories _ produced 
231,894,000 pounds of soap with a 
factory selling value of $38,656. 
000 in 1950, an increase of 17,259. 
514 pounds and $419,017 over 
1949’s 214,634,486 pounds and 
$38,236,983, the Canadian Bureay 
of Statistics reports. 

More soap powders and more 
toilet, shaving, liquid, textile and 
mill soaps were produced in 1950, 
but figures for soap chips and 
flakes, bar laundry and household 
soaps, castile and soft soaps showed 
declines from the previous year, 

In 1950 a total of 142 factories ip 
Canada made soaps, washing com. 
pounds or cleaning preparations 
as their main products, and pro- 
duction from these works was 
valued at $66,048,105 or 5.8 per 
cent more than the output value of 
$62,398,211 from the 1943 estab. 
lishments in 1949. Employees nun- 
bered 3,735 compared with 3,637 
in 1949, while salaries and wages 
rose to $10,339,733 from the $9- 
373,882 total of the previous year. 


Glycerine Supply 
Seen Secure 


A glycerine supply _ situation 
which Will permit effective advance 
planning without user concern as 
to “emergency” alternatives is fore- 
seen for 1952, on the basis of cur- 
rent stocks and production trends. 
The 1951 production level of 2113 
million pounds, though some 7 per 
cent less than 1950's all-time high, 
proved adequate to meet both nor- 
mal and special defense require- 
ments. Synthetic glycerine produc. 
tion in 1952 will assist in maintain- 
ing a situation in which buyers can 
avoid “subject-to-change”’ specifica- 
tions for their glycerine-containing 
products. 


Consumer Squeeze Cuts Soap, 
Detergent Sales in Britain 


Sales of soaps and detergents in 
Great Britain fell in the last “months 
of 1951. The reduction in volume is 
seen as the result of reduced buying 
power and increased consumer re 
sistance. 

c competition among manufactur 
ers is reported to be he avy, but 
rather than soap versus de tergent 
lines, since the majority of the 
detergent manufacturers have also 
soap interests. Main detergent 
producers are Hedleys and Levers. 
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J. B. Williams Co. and Semler, 


Inc. Merger Proposed 


Directors of J. B. Williams Co., 
Glastonbury, Conn., and R. B. 
Semler, Inc., New Canaan, Conn., 
have voted to merge the two firms 
under the name of J. B. Williams 
Co. The proposal will be submit- 
ted to the stockholders of both 


companies. 


British Cooperatives 
Fight Soap Interests 


The cooperative soap trade in 
Britain is entering the lists to pre- 
vent the British and American 
groups from taking over Coopera- 
tive outlets. Cooperative soap mak- 
ers make a strong point of their 
success 30 years ago against the ef- 
forts of the Lever group to secure 
control of Cooperative soap trade. 
They are again massing for the 
battle, with American soap inter- 
ests (in the form of British subsi- 
diaries) also against them. 

The ‘soapwar’ which has been 
waging between the major compa- 
nies for a large part of the postwar 
years will thus be enlarged. It be- 
comes not only a British-American 
battle, but a  British-American- 
Cooper active battle, with the 
hundreds of Cooperative societies 
are independent units interested as 
much in showing a profit as in 
maintaining Cooperative — princi- 
ples. 


Oil Chemists Society Course 
Includes Four Plant Visits 


Four plants will be visited as part 
of the American Oil Chemists So- 
ciety short course, held in coopera- 
tion with Rutgers University this 
summer. These have been sched- 
uled for July 7, 8, 10 and 11. Plants 
to be visited are Lever Brothers, 
Edgewater, N. J., J. Howard Smith, 
Port Newark, N. ]., Woburn Chem- 
ical Corp., Kearny, N. ]., and Col- 
vr Peet Co., Jersey City, 
N. J. li 


Patent Publications Carry 
Toiletries Patent Data 


Patent Publications has publica- 
lions on the following patents, 
listed as C-l at $5, available: 
antiperspirants, coloring matter, 
cream bases, deodorants, dry cos- 
metics, emulsions, finger nail prep- 
‘rations, fixing agents, grease 
paints, hair preparations, insect re- 
pellents, lipsticks, liquid cosmetics, 
medicated cosmetics, miscellaneous 
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cosmetics, montan wax, rouge, 
skin lotions, skin protecting 
creams, skin treatments, soaps, 
toothpastes and vanishing creams. 

Also available are publications 
for more than 30 patents, listed as 
C-2 at $2.50, featuring new sun- 
burn preparations, sunscreens, and 
ultraviolet light filters. The ad- 
dress of Patent Publications is Box 
1094, Washington 15, D.C. 


Detergents Distributor to Stop 
Non-Factual Soap Use Claims 


A detergents distributor has en- 
tered into a stipulation with the 
F.T.C. whereby the company will 
cease claiming that its detergent 
and water softener reduces the use 
of soap by half or by any other 
amount not in accord with the 
facts, that its product will remove 
oil and grease trom a concrete fioor, 
and that it will make upholstery 
look like new or restore the original 
colors to soiled rugs. 


O.P.S. Clarifies Place of 


Allowances in Ceilings 


The Office of Price Stabilization 
has clarified how manufacturers’ 
ceiling prices to wholesalers and re- 
tailers under General Ceiling Price 
Regulation may be modified by ad- 
vertising and promotion allowances. 
According to the agency, in some 
cases such allowances constitute a 
price discount, which must be con- 
tinued if the manufacturer gave 
such an allowance during the base 
period from which his ceiling prices 
are computed, 

If such allowances were in reason- 
able payment for services rendered 
to the manufacturer by the retaile1 
or wholesaler, such a_ reciprocal 
relationship may be discontinued 
without violating ceiling prices, 
since—in effect—they were not price 
discounts. 


Leipzig Fair to be Held 
September 7 to 17 


For the first time in its history 
the Leipzig Fair will be held in the 
autumn as a combined technical 
and samples fair. There will be 15 
fair palaces in the center of Leipzig, 
Germany, September 7-17. 


N.P.A. Sees Good Supply of 
Insecticide Ingredients 


Most of the ingredients used in 
the manufacture of insecticides— 
with the exception of pyrethrum— 
are in good supply, according to 


N.P.A. officials. 


Fair Trade Protects Small 
Retailer L’-Hommedieu Testifies 


“Fair Trade protects the small 
retailer from predatory price prac- 
tices of other merchants,” Paige D. 
L’Hommedieu, member of the Exe- 
cutive Committee of Johnson & 
Johnson, said on February 7 in 
testimony before a Subcommittee of 
the House Interstate and Foreign 
Commerce Committee conducting 
hearings on the McGuire Fair 
Trade Bill. “Furthermore,” he said, 
“under Fair Trade the ordinary 
consumer gets what he wants at a 
more favorable price without being 
exposed to the deceptive practices 
of the price-cutter.” 

Mr. L’Hommedieu related a num- 
ber of experiences regarding price- 
cutting that he and the sales force 
of Johnson & Johnson had encount- 
ered in the years before state and 
national Fair Trade legislation was 
enacted. He cited a number of in- 
stances where price-cutting by one 
or two retailers on such nationally- 
known products as Johnson’s Baby 
Powder, Tek Toothbrushes, and 
other Johnson & Johnson products 
had forced small neighborhood re- 
tailers to put these items “under the 
counter.” These neighborhood re- 
tailers did not have the financial re- 
sources to compete with the large 
price-cutters on these “loss leader” 
items; and furthermore, he said, 
they did not wish to engage in the 
deceptive practices which must be 
followed by these price-cutters. 

He told of many cases where 
price-cutters would advertise cut 
prices on well-known brands but 
then would be out-of-stock early in 
the day on these items and would 
try to shift prospective purchasers 
to other lesser-known brands at 
higher prices. He also pointed out 
that the confidence of the customer 
in his neighborhood retailer and in 
the manufacturer of the well-known 
brands was badly shaken when he 
heard of these products being sold 
at ridiculously low prices by the 
downtown price-cutters. The cus- 
tomer, he said, just doesn’t realize 
that the price-cutter is selling these 
items well below his cost in order 
to attract him into his store. When 
the price-cutter gets the customer 
into his store, he makes up for the 
loss on the “loss leader’’ by selling 
the customer something that he 
doesn’t want and selling it at an un- 
reasonably high price. 

The McGuire Bill, Mr. L’Hom- 
medieu said, is needed to restore the 
effectiveness of Fair Trade. Just re- 
cently fair trade has been dealt 
another blow by the New Jersey 
Superior court. 
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Flavors 


Preparation of Terpeneless Oils 


Selective solvent method has a number of ad- 


vantages over other extraction methods for the 


preparation of terpeneless and sesquiterpeneless oils. 


HERE are various methods 

for the preparation of ter- 

peneless and sesquitet peneless 
oils. These methods may be placed 
into two major groups, namely, (1) 
distillation methods and (2) extrac 
tion methods. Among the distilla- 
tion methods are those in which 
fractional distillation under vac 
uum, steam distillation under vac 
uum, and alcohol distillation are 
employed. Extraction methods vary 
from crude and wasteful methods 
such as washing the essential oil 
with dilute alcohol to those em- 
ploving very complicated apparatus 
and a countercurrent principle. 

The latter method has been dis 
closed by Van Wijk and Van Dijk 
and as mentioned previously has 
the marked disadvantage _ that 
troublesome emulsions which are 
dificult to break are formed. 

\ variation of the extraction 
method has been proposed by 
Marotti. There are other extraction 
methods in use in which special 
solvents are employed but a num- 
ber of such processes have not been 
disclosed. 


Selective Solvent Separation 


A method was devised by the 
author for the preparation of ter- 
peneless oils which involves the use 
ot selective solvents. In this method 
two solvents are used, one relatively 
polar and the other adjusted in 


* Professor of Chemical 


tech Engineering Poly- 
echnic Institute of Brooklyn. 
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polarity so that it will extract a 
maximum of the desired oxygen- 
ated components while extracting 
a minimum of the undesired ter- 
penes. 

Originally, we chose our solvents 
so that they were completely mis 
cible at slightly elevated tempera- 
tures thus forming a homogeneous 
solution but when the temperature 
was lowered and the mixture 
cooled, these solvents became in- 
soluble in one another and thus 
separated into two layers, one non- 
polar and the other polar. The 
nonpolar phase contains the rela- 
tively nonpolar solvent and the ter- 
penes and hydrocarbons while the 
polar solvent contains the oxygen- 
ated components. 

For ease of experimental work 
and because it is virtually odorless 
and tasteless and thus would not 
affect our product organoleptically, 
edible cottonseed oil was used as 
the relatively nonpolar solvent. Iso- 
propyl alcohol was used as the 
polar solvent. It was adjusted to 
its optimum solvent powers for the 
purpose we had in mind by two 
methods. 

In preliminary experiments, the 
selective solvent value of our polar 
solvent was evaluated by means of 
the cloud point produced at 80° C. 
which we found to be the tempera- 
ture of complete homogeneity of a 
mixture of essential oil, cottonseed 
oil, and isopropyl alcohol. This 
temperature was maintained for 


but a few moments and was then 
rapidly dropped to 5° C. so that 
the essential oil was not exposed to 
any thermal hazard. 

The two phases were separated 
and the isopropyl alcohol was dis- 
tilled off leaving the “terpeneless” 
oil. Thus with one extraction start- 
ing with an oil containing 4.04 per 
cent aldehydes (as citral) a product 
was obtained with 14.7% alde- 
hydes. This represented a 3.6X con- 
centration on an aldehyde basis by 
a simple single extraction. By mak- 
ing a second extraction of the orig- 
inal lemon oil-fixed oil mixture, an 
additional amount of oxygenated 
components could be extracted and 
by combining these extracts and re- 
concentrating in the same manner, 
a product containing 24.0 per cent 
aldehydes was obtained, represent- 
ing a 5.2X concentration. By recon- 
centrating a first extraction alone, a 
product containing 27.1% alde- 
hydes was obtained, representing a 
6.72X concentration over the orig- 
inal essential oil. 

[hese products had excellent or- 
ganoleptic properties without any 
trace of “burnt” taste or odor but 
their solubility was not improved 
over that of common 5X commer- 
cial lemon oils. 


Single Solvent Method 


It was suggested by the author 
that since the terpene content of 
such essential oils was so high, they 
should be able to serve as their own 
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nonpolat solvent. Consequently the 
use of an additional relatively non- 


polar solvent could be omitted. 
Chis procedure was followed in an- 


other series of experiments as de- 


tailed by Wishnetsky, 
Othmer. 

In this variation of the selective 
solvent extraction process, a sample 
of the essential oil is treated with 
different percentages of water-solv- 
ent solutions in order to ascertain 
which solvent composition would 
selectively extract the maximum 
amount of flavoring components 
with a minimum amount of ter- 
penes. This was done with a num- 
ber of solvents such as methyl al- 
cohol, ethyl isopropyl 
alcohol, and acetic acid. 

It was found that the optimum 
solvent strength for the oxygenated 
compounds is not the same as the 
optimum selective solvent strength 
for in the former case considerable 
amounts of terpenes are dissolved 
by the extracting solvent along 
with the flavoring compounds. For 
instance, 25 ml. of lemon oil ex- 
tracted with 25 ml. of approxi- 
mately 100 per cent method alcohol 
gave a methyl alcohol layer con- 
taining 1.425°% aldehydes, or in 
grams 0.434 g. but it also contained 
0.475 g. of terpenes. With 80 per 
cent methyl alcohol 0.351 g. of al- 
dehydes was extracted and_ the 
methyl alcohol layer contained no 
terpenes. Optimum selective solv- 
ent strength for this solvent was 
however 85 per cent for at this con- 
centration extremely little terpenes 
were dissolved (0.002 g.) whereas 
the 29.0 ml. comprising the methyl 
alcohol layer contained 1.61 per 
cent aldehydes (0.396 g.). 

With isopropyl alcohol the maxi- 
mum extraction of aldehydes with 
corresponding minimum extraction 
of terpenes was obtained with 70 
per cent isopropyl alcohol. ‘Thus 
33.5 ml. of the isopropyl alcohol 
phase of a 1:1 alcohol-essential oil 
mixture (used for the extraction) 
contained 0.335 g. of aldehyde, 
representing 1.26% aldehydes, 
while the amount of terpenes ex- 
tracted was 0.004 per cent. 

In a wholly analogous way an op- 
timum selective solvent percentage 
can be determined for each solvent 
desired and for each terpeneless es- 
sential oil to be prepared. Thus 80 
per cent ethyl alcohol is the opti- 
mum selective solvent stret igth of 
this alcohol for lemon oil. 

By means of a six-stage counter- 
current extraction bz attery, using 85 
per cent methyl alcohol as the ex- 
tractant, terpeneless oils containing 
approximately 50 per cent alde- 
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Truckloads of citrus fruit ready to be processed for oil 


hydes have been prepared. These 
oils have high ester values and ex- 
cellent solubility in ethyl-alcohol 
water mixtures. These products 
were superior organoleptically to 
products purchased on the open 
market. 
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News of the Industry 


Social, Business Program Marks 


F.E.M.A. Convention May 25-28 


The Flavoring Extract Mfrs. 
Assn. will hold its 43rd annual con- 
vention May 25 through 28 at the 
Edgewater Beach Hotel, Chicago, 
Ill. 

The business program will fea- 
ture prominent industry, govern- 
ment and grocery field leaders who 
will speak on management, sales and 
production. Addresses will include 
“Chemicals in Food,” by Dr. R. C. 
Newton, Swift & Co.; “Price Con- 
trol—Problems and Prospects,” by 
R. H. Bingham, research economist, 
Grocery Mfrs. of America, Inc.; 
quartermaster corps’ food flavor re- 
quirements by H. B. Cosler, genera! 
products division, U. S. Quarter- 
master Corps; ‘Wages and Hours,” 


by Thomas O'M: illey, 
Hours Division, oe 
bor; and “Industry Supply Out 
look,” by Dr. Clarke E. Davis. 

Other prominent speakers will in- 
clude V. H. Gies, Mars, Inc.; Paul §. 
Lucas, di ry dept., Mich. State Col- 
lege; Dr. Wm. B. Bradley, American 
Institute for Baking; and J]. Frank 
Grimes, president of the I.G.A. ]. M, 
Blatterman, Warner Jenkinson Co, 
will show “P hotomicrogr: iph a 
of Spcilage Organisms Found i 
Beverages.” 

An extensive social calendar has 
also been arranged, which includes 
among others a “Hospitality Night” 
cocktz ail party sponsored by suppl 
ers, with M. J. Niles, Fritzsche 
Brothers, Inc., committee chairman, 
a golf tournament at the Edgewater 
Country Club on Monday after- 
noon, and a banquet and dance on 
Tuesday night. 

The registration fee for the con- 
vention is $35 per person, to be 
mailed to convention chairman Ed 
Heinz, c/o Food Materials Corp., 
2521 W. 48th St., Chicago 32, Ill. 


Wages and 
Dept. of La- 


D & O Introducing New 
Butterscotch Flavor 


A new butterscotch flavor has 
been added to the Dolco 5200 fla- 
vor line manufactured by Dodge & 
Olcott, Inc. 


Kroger Co. Named Food Brand 
Name Retailer of The Year 

The Kroger Co., 
Ohio, has been named “Brand 
Name Retailer of the Year” in the 
food field by the Brand Names 
Foundation, Inc. 


Cincinnati, 
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Some More Facts About Vanilla 


Vanilla Bean Assn. of America elucidates some points dis- 


cussed in lecture on vanilla by Dr. C. N. Larsen. . . . 


Wider use of natural vanilla in various foods emphasized 


NSPIRED by a lecture recently 


delivered at New York Univer- 
sitv by the well known flavor 


authority Dr. C. N. Larsen and 
with all due respect to the author 
and recognizing his achievements in 
the flavor field, the Vanilla Bean 
Assn. of America, Inc., quotes from 
Dr. Larsen’s talk and makes the fol- 
lowing comments. 


Dr. Larsen: 


The practic al application of 
vanilla to commercial aromati 
compounds necessarily falls 
into two divisions: The natural 
and the synthetic. This situa- 
tion exists because of the fact 
that the aromatic principles 
which give vanilla its character- 
istic odor and taste are to be 
found in nature as well as in 
the man-made synthetic mole- 
cules. 


V.B.A. 


This may be so in theory, but in 
fact this situation does not exist in 
vanilla. Only a few aromatic princi- 
ples which give vanilla its character- 
istic odor and taste have been iden- 
tified and imitated. Any mixture of 
man-made synthetic molecules or a 
combination of natural and syn- 
thetic flavors may result in a pleas- 
ing and acceptable flavor but it will 
be too far-fetched to identify any of 
these as vanilla. Of all the synthetic 
and natural flavors that Dr. Larsen 
relates to vanilla flavor and odor, 
only one or two are imitations of 
known vanilla components. All the 
natural and synthetic flavors cited 
by Dr. Larsen are properly identi- 
fied by their own names. They imi- 
tate nothing and should be offered 
to the consumer for what they are. 


_. 


* President, Vanilla Bean Assn. of America 


& Essential Oil Review 


JOSEPH R. MAXWELL* 


Green vanilla beans spread on mats before curing 


Dr. Larsen: 


The National Formulary of 
the United States defines va- 
nilla in part, as the “cured, full 
grown, unripe fruit of vanilla 
planifolia Andrews, or of “Va- 
nilla tahitensis, Moore.” This, 
of course, does not limit the va- 
rieties of vanilla merely to the 
two mentioned in the National 
Formulary; there are great 
many types of varying quality, 
and differing somewhat in the 
constituents which combine to 
contribute the odor. 


V.B.A, 


We subscribe to the definition 
that the National Formulary of the 
United States gives for vanilla ex- 
cept that it is the ripe fruit; not the 
unripe fruit of Vanilla planifolia. 
Vanilla attains its full size with in 6 
or 8 weeks after pollination. It 
requires from 7 to 9 months, de- 


pending upon elevation and other 
environmental factors, to reach 
proper picking maturity. 

While on this subject we would 
like to clarify the meaning of the 
word “cured” which has lent itself 
to misinterpretations by many 
writers. Briefly: “Curing” is a proc- 
ess for dehydrating the vanilla fruit 
following closely the steps of nature 
to develop the natural vanilla flavor 
of “vine cured beans” in uniform 
quality and maintain it in a state 
that will preserve its fine flavoring 
properties. 

While we acknowledge that more 
than 50 species of vanilla have been 
cataloged, not all of which bear 
fruit, only two are used commer- 
cially. (1) Vanilla fragrans (Salis- 
bury) Ames, (identified as Vanilla 
planifolia by Andrews) often re- 
ferred to as the “orchid of com- 
merce” and Vanilla tahitensis, J. W. 
Moore. In times past Vanilla pom- 
pona, Schiede (Wild Vanilla or 
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Vanillons) had some commercial 
applications, not nec essarily in the 
food field. Vanilla fragrans is by 
far the most important commer- 
cially. It is indigenous to Mexico 
but has been successfully trans- 
planted and commercially culti- 
vated in some French and British 
colonies and in the Republic of 
Indonesia (Java). It is the source of 
Mexicans, Bourbons, Javas and 
“South Americans’ constituting 
about 90% of world supplies. Va- 
nilla tahitensis indigenous to ‘Ta- 
hiti and Hawaii is the source of 
most “Tahiti Beans” coming from 
the ‘Society Islands.” However, 
some Vanilla planifolia is also 
grown there commercially. None of 
the other vanilla species have been 
cultivated for commercial purposes. 


Dr. Larsen: 


The question of flavor char- 
acter is dependent largely upon 
those characteristics which are 
detectable by the sense of smell. 
1s you know this is not an in- 
flexible rule since it would not 
apply to materials such as salt, 
acid, bitterness or burning on 
that type of sweetness which is 
typical of sugar. But it does ap- 
ply very well to most aromatics, 
particularly vanilla and one or 
two others. Consequently, varila- 
tion in the constituents of va- 
nilla beans of different types and 
different geographical locations 
will bring about the same pro- 
portionate difference in flavor 
and odor value, as would dif- 
ferent combinations of the same 
materials either isolated in the 
free state, or prepared synthet- 
ically and brought together 
in a simple mechanical mix- 
ture. This is the underlying 
principle on which is based the 
theory and practice of produc- 
ing compounds which are re- 
ferred to as “imitation” since 
they attempt to create for the 
senses of taste and smell a close 
simulation of familiar materials 
found in nature. 


V.B.A, 


In vanilla as well as in man made 
vanillins, flavor depends on the 
senses of smell and taste. Vanilla is 
not only aromatic but possesses 
other constituents affecting the 
sense of taste which are essential for 
the total flavor effect. 

The chemistry of vanilla is not 
completely known. Some of the 
constituents are found to vary be- 
tween the two commercial species. 
In fruit crops it is logical to expect 
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some degree of difference or varia- 
tion in the quality. Vanilla is not 
an exception. In vanilla, natural 
chemical or enzymatic changes con- 
tinue to develop flavor or modify it 
even alter the fruit is cured. For 
example vanillin, once formed from 
the parent glucoside, might be 
further oxidized by the natural 
enzyme system in the fruit with the 
production of quinone bodies ol 
more complicated structure and 
presumably of different aroma. 
This would help to explain the fact 
that the finest aroma is not neces- 
sarily accompanied by a high vanil- 
lin content. 

It is understandable that since it 
is not possible to control the na- 
tural variations in vanilla, any 
more than they could be controlled 
in coffee or cacao, such variations 
may be pointed out as an excuse for 
the theory and practice of pro- 
ducing synthetic compounds from 
materials of wide variations but 
nevertheless all being referred to as 
“vanilla.” These might be good imi- 
tations if all the components of va- 
nilla were synthetically duplicated, 
rather than just attempting to cre- 
ate for the senses of taste and smell 
a simulation of the mostly un- 
known materials found in vanilla 
by actually using many flavors en- 
tirely foreign to the vanilla fruit 
itself. 

A flavor compound ostensibly 
held out to be vanilla should not 
be identified as such, even if its 
components are largely natural 
flavors or synthetic imitations of 
those found in vanilla or a mixture 
of these with vanilla. The fact that 
many of these compounds in the 
market may meet the required gov- 
ernment analytical constants for 
vanilla does not make them ‘“‘va- 
nilla.” By adding certain materials 
to an imitation or an adulteration 
of vanilla, it is difficult to prove by 
chemical means that it is not 100% 
vanilla. Gross adulteration in food 
products is such a widespread prac- 
tice, it is little wonder that the 
average consumer does not know 
what vanilla is really like. Present 
methods of analysis are inadequate 
for the detection of adulterations. 
Even the bean content can not be 
accurately determined. This is par- 
ticularly true of adulterations in 
concentrated vanillas and_ oleo- 
resins which are so widely used and 
labeled as “pure vanilla.” In many 
of these products the quality of the 
vanilla fruit is usually secondary, 
often they are made from inferior 
beans and are processed for maxi- 
mum yield and not maximum 
flavor quality. We must state that if 


it were not for such commerce, jn. 
ferior and exhausted beans would 
have no market. It is unfortunate 
that trade practices resulting from 
the increasing use of inferior ya 
nilla beans and synthetic flavors jg 
narrowing the demand for good 
quality vanillas in ample supp 


both in the raw and extract form, 


Dr. Larsen: 


Synthesis, on the other hand 
can be accomplished with @ 
number of purely natural ma 
terials when such materials re 
resent a single molecule which 
nature has produced and which 
is duplicated rather than imi- 
tated by science. In such case, 
man has examined the natural 
material, analyzed it, deter. 
mined its structure and ulti- 
mately found some means other 
than that employed by nature 
to produce—not a sim ulation or 
imitation—but the identical ma- 
terial prepared in some dif. 
ferent way. No case in point 
could more closely bring out 
this principle than that of va 
nillin. Science has developed a 
method of producing huge 
quantities of this aromatic com- 
pletely inde pendent of the proc- 
esses of nature which take place 
in the vanilla bean. 


V.B.A, 


There are many sources of vanik 
lin. Those made synthetically are 
imitations of the product of the 
processes of nature which take 
place in the vanilla bean. They 
have differences in flavor character 
if not in chemical composition, 
Preferences by users for various 
qualities of synthetic vanillins arey 
well established in the food indus™ 
tries. They are based on the various§ 
types of flavor effect that such vanik® 
lins produce. For instance, the preéy 
erence for a vanillin made from oil 
of cloves has been well known for 
years. It has always commanded 4 
much higher price than vanillins 
synthesized from other sources such 
as “lignin” or “guaiacol.” 


Dr. Larsen: 


Since we cannot take the 
time to consider each type of 
vanilla plant individually, let 
us take a few broad generaliz- 
tions which may be applied to 
most vanilla beans and thereby 
lead us back to the field of syn 
thetic organic aromatics. From 
a standpoint of flavor and odor 
the most important ingredient 
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Natives bundling vanilla beans in Papantia, Mexico 


in the vanilla fruit is vanillin. 
The percentage of vanillin 
varies somewhere from about 
114 to about IF. 


V.B.A. 


Again we are puzzled by Dr. Lan 
sen’s reference to each type of va 
nilla plant since this would imply 
that commercial vanilla came from 
yarious members of the orchid fam- 
ily other than “Vanilla planifolia” 
as we have previously explained. 
For many years there has been well 
established evidence to the effect 
that the natural vanillin occurring 
in the vanilla fruit is not a very 
important factor; nor is it the in- 
gredient responsible for the charac- 
teristics Of vanilla from the stand 
point of aroma and flavor. To 
prove this point, one need only to 
bake two cakes or puddings using 
for flavor in the one a true vanilla 
extract or the vanilla fruit itself, 
and in the other an equal quantity 
of an alcohol-water solution con 
taining the same amount of vanil 
lin as was naturally contained in 
the true extract. This would only 
amount to around 3ths of an 
ounce of vanillin to the gallon if 
the extract was made from one 
pound of beans using half Mexican 
and half Bourbon. The result will 
leave no doubt. 

From the consumer or user’s 
preference standpoint, Mexican va 
nilla containing roughly only half 
the natural vanillin found in Bout 
bons or Javas has always, undet 


normal market conditions com- 


manded a substantial premium in 
price throughout the years. Further- 
more, we do not believe that any 
one will deny the superiority of 
such vanilla flavor compared to any 
combination or combinations of 


synthetic vanillins, coumarins or 


other aromatic chemicals often pur- 
ported to be vanilla. 

About 1854 Gobley isolated the 
crystals forming on the surface of 
the vanilla fruit, now commonly 


known as vanillin. In 1874 Tie- 
mann and Haarman made vanillin 
synthetically under the technical 
name of methyorotocatechuic alde- 
hyde. Since then and for many 
years the essential flavor in vanilla 
has often been attributed to “va- 
nillin’”” and much stress was laid 
upon vanillin analyses for deter- 
mining the value of vanilla extracts 
and the fruit itself. Even today, 
from time to time some chemists 
repeat that claim. Authorities time 
and time again have clearly stated 
that vanillin content is not a meas- 
ure of the flavoring value of va- 
nilla. For instance A. K. Balls, 
Chief of the U.S. Department of 
\griculture’s Enzyme Division, in 
the Journal of Official Agricultural 
Chemists for May 1941, gives the 
result of his work at the Depart- 
ment’s Experimental Station in 
Puerto Rico, by saying: “The vanil- 
lin content is evidently not a cri- 
terion of the flavoring value, and 
it follows that other substances in 
the natural product contribute 
largely to the desired flavor.” 

This fact and some _ greater 
knowledge of the chemistry of va- 
nilla has inspired many efforts to 
develop more sophisticated chem- 
ical compounds for vanilla adul- 
teration; however, synthetic vanil- 
lins are still predominant. 

Roughly speaking, some of the 
components of vanilla fruit are as 
follows: 

Moisture 

Cellulose 

Fats 

Fixed Oils 

Volatile Oils 

Gums 

Resins 

Waxes 

Aromatic Compounds 
Vanillin 

Reducing Sugars 
Sucrose 

Tannins 

Organic Acids 
Mineral Salts 
Nitrogenous Matter (Undet.) 
Coloring Matter 


As to the other materials Dr. 
Larsen refers to, “in a physical aro- 
matic sense” we can list such syn- 
thetics as vanillins, ethyl] vanillin, 
coumarin, piperonal (imitation heli- 
otropin) and guaiacol. Dr. Larsen 
goes on to explain how through 
many years combinations of such 
products have been sold by benefit 
of “poetic license” or otherwise to 
the consuming public as “vanilla” 
which actually implies that they are 
the flavor derived from vanilla 
fruits when nothing could be fur- 
ther from the truth. 

We wish to emphasize how badly 
the public has been fooled and 
wrongly educated. Obviously syn- 
thetic chemicals have been permit- 
ted to trade upon and degrade the 
time honored name of “Vanilla” 
and all that it has implied for many 
years. It can be stated with com- 
plete confidence that not only con- 
sumer acceptance but consumer 
preference will result once the pub- 
lic receives vanilla in various foods 
supposed to be flavored with it 
rather than synthetic chemicals 
held out for and actually sold to 
them as “vanilla flavor.” 

Within the forseeable future, it 
would not seem impossible that 
through better enforcement of Fed- 
eral and State Pure Food laws and 
the establishment of standards, it 
will be quite in order for consumers 
to say with full confidence “Make 
Mine Vanilla” knowing that they 
will receive the unadulterated fine 
flavor of “the orchid of commerce” 
and not some chemical substitute. 


Lime Cola to Market 
New Line of Soft Drinks 


Lime Cola Co. will introduce a 
new line of soft drinks under the 
Donald Duck label. 


Sulfoxide Approved for Use 
in Meat Packing Plants 


The Meat Inspection Division of 
the Bureau of Animal Industry of 
the U. S. Dept. of Agriculture on 
March 14 approved the use of the 
insecticide synergist, Sulfoxide, in 
federally inspected meat packing 
establishments. It may be used on 
the same basis as other synergists 
described in Supplements 3 and 4 
of Meat Inspection Division Mem- 
orandum No. 52. Sulfoxide is man- 
ufactured and sold by S. B. Penick 
& Company, 50 Church Street, 
New York 7, N.Y. It is available 
in technical form, in a Sulfoxide 
10 Solution, and combined with 
pyrethrins in various concentrates. 
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ints for Improving Production 


How to plan and operate a satisfactory retirement pension pro- 


gram for older workers in smaller plants. 


be considered. 


HE last two years have seen 
a powerful drive toward pen- 
sions in every industry; pen- 
sions have been more important 
than salary increases in most union 
negotiations on new contracts. A 
great deal of experience has been 
accumulated during this period. So 
lar the problem has been princi- 
pally that of big industry but even 
today the smallest plant operation 
is starting to feel the problem com- 
ing toward it. 
Greatest spark in the drive for 
pensions is that social security it- 
self is being demonstrated to mil- 
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Best working pension plans . . 


ERNEST W. FAIR 


lions of employees as being far from 
the satisfactory solution to the re- 
tirement income problem. Even to- 
day’s increased social security pay- 
ments are not enough. Every mid- 
dle-aged and older employee in even 
the smallest plant in the country is 
giving much thought to his or het 
own position. 

The issue is one we cannot side- 
step much longer. The mere prob- 
lem of holding good employes is suf- 
ficient to warrant adoption of a pen- 
sion plan. 

The retirement program for a 
small concern should be set up only 


Factors that must 


Trust plans 


after we have determined whethe1 
our employees want a pension pro- 
gram. In some instances they may 
not. But even so we must bear in 
mind that our business will, ten 
years from now, be in a competi- 
tive position wherein almost every- 
one else has such a program. 

If union problems exist a co-op- 
erative understanding should be 
sought, the problem should be based 
on a definite position of the man- 
agement. Definite commitments 
with the social security picture 
should be avoided. Any program 
based on cents-per-hour formula 
should be avoided. Financial provi- 
sions should be most carefully 
worked out. 

The establishment of what pen- 
sion will be provided should be 
based on the salaries of individual 
employes, their length of service, the 
amount of co-operation by employes 
in contributing to a mutual fund 
and other factors. Experience has 
already shown that any pension pro- 
gram which provides for a set-sum 
guarantee based on additions to so- 
cial security payments is treading 
on dangerous ground. The recent 
increases in soc ial security payments 
show that this can happen again in 
the future many times. It is certain 
that there will be no decreases. If a 
satisfactory contract can be drawn 
up insofar as employes are con- 
cerned which guarantees a fixed sum 
less social security it may prove best 
in the long run in view of the polit- 
ical aspects of any possible cut in 
social security payments. On the 
other hand we must give considera- 
tion to the ever present possibility 
that social security payments could 
possibly suddenly cease! 

Formulation of any pension plan 
should give considerable attention 
to establishment of the retirement 
age itself. Common practice is to set 
65 at that time because it is the so- 
cial security benefit age. However it 
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is to be pointed out that the cost of 
a retirement pension program can 
be cut by raising the retirement age 
or by reducing the scale of benefits. 

To date the best working pension 
plans have been those wherein em- 
ployes contribute to the pool. When 
the program has been set up as a 
sound investment there is usually no 
trouble in convincing employes they 
have an important stake in con 
tributing to their own retirement. 

The scale of pension benefits 
should be based ona program which 
will allow adequate retirement in- 
come for the employee and one that 
the company can afford. A pension, 
plus social security should permit 
the employee to maintain a retire- 
ment based on the standard of liv- 
ing he has adjusted his earnings to 
during employment. Current prac- 
tice is to place suc h retirement pen- 
sions so that their amount (includ 
ing social sec urity) runs from 30 to 
50 percent of the full-time income. 

In some plans a scale of benefits 
is set up based on the employe’s 
length of service and value to the 
firm with the employer and employe 
contributing a stated percentage 
each year, earning of a retirement 
benefit with each year of service, 
setting a specified percentage if the 
employee completes a_ stipulated 
period of service or setting of a flat 
amount for each year of service re- 
gardless of salary. 

Many of today’s pension plans are 
also leaving retirement age more 
or less up to the worker and not fix- 
ing forced retirement at the age of 
65. Where the employee is able to 
continue doing his work his valuable 
experience is worth retaining. 

The problem of paying for pen- 
sions is even greater with the small 
business man than with the thou- 
sand-employee industry. But basic 
ally it is much the same. The money 
must come from a fund built up by 
annual contributions of employer or 
employer and employee together 
from the current revenue of the 
firm. 


Pay-as-you-go plans should be 
studied with closest scrutiny for they 
can be very hazardous in any time 
of business recession. 

Funding of a pension plan is 
proving g good proc edure since it per- 
mits contributions by both com- 
pany and employee as well as by in- 
terest and tax-savings. This can be 
done by depositing funds in trust 
under the administration of the 
company and trustees or by pur- 
chase of insurance company cover- 
age. Experience has shown that 
funding through a self-administered 
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set-up may allow greater flexibility 
in supervising the cost of operating 
the fund from time to time. 

The easiest method, particularly 
with small organizations, is through 
the purchase of a standard retire- 
ment annuity or retirement income 
policy for each employee. 

Funds set aside under trust plans 
should be invested with the utmost 
care to provide greatest possible se- 
curity as well as best available earn- 
ing power. Series F Treasury bonds 
providing 214 percent yield are used 
by some companie s. Others invest in 
common stocks and in some set-ups 
as investment of these funds is made 
in the common stock of the firm it- 
self. 

Any plan which employs insur- 
ance as its basis, however, eliminates 
such problems of administration 
and investment of funds being held 
in trust. 


Auto-feed Labeler 


For speeding up hand labeling 
by eliminating hand feeding a new 
auto-feed labeler is offered by the 
Nelson Label Machine Co. The 
new labeler is self contained and 


Portable Hand Labeler 


complete in itself to perform all 
the functions of feed and proper 
glue application. It weighs 35 Ibs. 
and is portable. It is made to han- 
dle irregularly shaped labels. La- 
bels from 14 in. to 5 in. in width 
and any length over 2 in. are han- 
dled by the machine the maker 
states. 


Variety of Caps Handled 


All screw caps whether molded or 
metallic in a large variety of shapes 
are handled without m: iking adjust- 
ments or changes by the Tite Cap 
fully automatic screw capper with 
its redesigned feeding hopper ac- 
cording to the Tite Cap Machine 
Co. The new hopper is equipped 
with a revolving drum to keep the 
caps in gentle motion and thus pre- 
vent them from sticking together. 


Speed up to 60 containers per 
minute is claimed. 


New Type Portable Mixer 


A new type portable mixer de- 
signed with a separate motor 
coupled to the propeller shaft by a 
flexible drive shaft especially de- 
signed for agitator service is offered 
by Process Industries Engineers Inc. 
Removal of the motor from its cus- 
tomary place at the top end of the 
propeller shaft besides reducing the 
weight results, it is stated, in a mixer 
of simplified design perfectly bal- 
anced. The motor ‘being coupled to 
the mixer by a flexible drive shaft of 
any desired length can be mounted 
out of reach or at any place to suit 
the requirements of the mixing job. 


Multiple Spout Filling Heads 


Where greater output for stand- 
ard sizes or bottles or cans is re- 
quired, adjustable 4 and 6 spout fill- 
ing heads are offered by the Scien- 
tific Filter Co. With them the com- 
pany points out the portable type 
of vacuum filler in many cases will 
provide hourly outputs almost equal 
to that of larger machines. 


Multiple Disk Filter 


A new multiple disk laboratory 
filter is offered by the Ertel Engi- 
neering Corp. in two sizes: 4 in. 
square with approxim: ate filtr: ation 
area of 11 sq. in. per sheet and 8 in. 
sq. with approximate filtration area 
of 52 sq. in. per sheet. The lucite 
model lends itself to visual study of 
the filtration cycle and hence it is 
pointed out should open new ave- 
nues to research. All parts coming 
in contact with liquid can be all 
lucite or with lucite with stainless 
steel screens or the circulatory pas- 
sages can be all stainless steel. ‘The 
latter is recommended where sterili- 
zation is required. Suggested uses 
include filtration of cosmetics, per- 
fumes etc. 


All Purpose Work Gloves 


All purpose work gloves with a 
special coating to shed moisture 
and resist chemicals and made to 
sell at a low cost are offered by the 
Mine Safety Appliances Co. | 


New Homogenizer 


A new homogenizer with a capa- 
city of 800 G. P. H. for use in mak- 
ing cosmetics, soft beverages, etc. is 
offered by the Cherry- Burrell Corp. 


Increased capacity has been ob- 
tained by using a larger diameter 
plunger rather ‘than increasing the 
speed at the end drive. 
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EXCHANGE OIL of LEMON 


When any product sells four times as well as all of its competition combined, 
that’s a sure sign of quality. No product can hold such a dominant sales position 
year in and year out unless it fulfills all of the exacting requirements of thousands 
of quality-conscious buyers. Exchange Oil of Lemon does just that... with a con- 
sistency and regularity that have made it the standard in its field. So little Lemon 
Oil goes so far, why risk buying anything but the best? 


Always specify it by the brand name when you order— 


Distributed in the United States | ip a is | } ge SUNKIST GROWERS 
exclusively by * PRODUCTS DEPARTMENT 
DODGE & OLCOTT, INC. 


ONTARIO, CALIFORNIA 
180 Varick Street, New York 14, N. Y. FORMERLY 


CALIFORNIA FRUIT GROWERS EXCHANGE 
FRITZSCHE BROTHERS, INC. OIL OF ane 
76 Ninth Avenue, New York 11, N.Y. roducing Plant: 


Exchange Lemon Products Co. 
a a A © acd cohen 


U.S.P. 
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ew Products and Developments 


Useful Multi-Purpose Sampler 


\ unique multi-purpose sampler, 
Lipettes, is now being offered to 
manufacturers of lipstick and other 
cosmetics by the Lipette Co., 16 City 
Square, Boston 29, Mass. Lipettes 
are sturdy match type sticks in a 
matchbook style package with cos- 
metic samples on the tip of each 
stick. Each package contains from 
three to fifteen cosmetic tipped 
sticks. Any lipstick, including the 
indelibles, it is pointed out is readily 
adaptable to Lipette sticks without 
jhysical, chemical or shade changes. 
Each tip holds a generous applica- 
tion for the customer to test her 
shade and the texture of the lip- 
stick. Lipettes are also useful for per- 
fume oil which may be solidified 
without difhculty on each stick with 
retention of the true odor for up to 
two years. Rouge, eye shadow and 
other cosmetics are also readily 
adaptable. In addition to their use 
as samplers, these packages perform 
a second vital function: there is a 
substantial area on the cover of each 
package to present the advertiser's 
selling message in his choice of color 
and artwork. 


Labels With Elastic Bands 


\ttractive labels with gold elastic 
bands to add beauty, richness and 
dignity to the perfume or cosmetic 
bottle are offered by Richard M. 
Krause Inc. The Metlon used on the 
elastic and label, it is stated, will 
never tarnish nor be affected by ex- 
posure. Samples and full informa- 
tion about the new labels will be 
sent on request. 


Reusable Decaleomanias 


Reusable decalcomanias made 
from Geon paste resin by the Ad- 
Stick Co. adhere to any smooth sur- 
face without adhesives or tape the 
company states. They are claimed 
to be practically indestructible and 
withstand heat and low tempera- 
ture, are color fast and abrasion 
proof and come in translucent and 
opaque stvles. 


Substitute for Pyrethum 


Sulfoxide-Pyrexcel, a new syner- 
gved Pyrethum concentrate is of- 
fered by S. B. Penick & Co., 50 
Church St.. New York 7. N. Y. It 
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is said to have distinct advantages: 
better knockdown and kill, milder 
odor, light color and lower cost. It 
is of the same low order of toxicity 
as pyrethum extract and is stated 
to be highly effective in sprays. 


Fluorescent Lighting 


High intensity localized lighting 
is afforded by the general utility 
lamp according to Stocker & Yale. 


Intense Lighting for Close Work 


The tiny new portable fluorescent 
lamp produces cool illumination of 
up to 450 ft. candles of light. Two 
f-watt fluorescent bulbs and all 
components are within a 2x6 in. 
drawn shade. 


Water Soluble Capsules 


Water soluble capsules might 
well be made from sodium cellulose 
sulfate films for use as individual 
packages to contain products such 
as soap powders and bath salts ac- 
cording to the Tennessee Eastman 
Corp. Moreover it is pointed out 
sodium cellulose sulfate may find 
use in the preparation of greaseless 
creams, lotions, salves and oint- 
ments. Full information about the 
new water soluble cellulosic includ- 
ing physical properties, toxicity, 
stability, compatability and sug- 
gested uses may be had from the 
company. 


Packaging Service 


Multi color printing on plain 
or laminated films, foils, glassines 
and similar materials used for pack- 
aging is made available by Arvey 
Corp. The company offers also a 
“showcase” package of interest to 
makers of packaged goods. 


Marketing Research 


To help cosmetic and pharma- 
ceutical concerns find profitable 
markets, Elrick, Lavidge & Co. 
has been organized. The concern 
through market research helps to 
develop products and selling oppor- 
tunities. Robert Elrick was formerly 
director of marketing research for 
the Pepsodent Div., Lever Bros. Co. 
Robert J. Lavidge previously han- 
dled new product development for 
the same company. 


Trade Literature 


Government patents available to 
industry for use without charge 
or royalties are listed in a catalog 
prepared by the Government Pat- 
ents Board. ‘The patents, number- 
ing 2,339, break down into 21 basic 
industrial groupings. Copies may be 
obtained for one dollar each from 
Commerce Dept. field offices or 
from the Government Printing Of- 
fice, Washington 25, D. C. 


Packaging for shipment by rail, 
truck or water is covered in booklet 
No. 34 which is sold for 50¢ by the 
American Management Assn. The 
title of the booklet is “Protecting 
the Package in Transit.” It gives 
detailed accounts of handling prac- 
tice, advanced packaging practices 
and ICI shipments. 

Sorbit, the sodium alkyl naph- 
thalene sulfonate surface active 
agent, offered by the Alrose Chem- 
ical Co. is described in a technical 
bulletin which is available on re- 
quest. Specifications and properties 
as well as applications are given 
fully in the bulletin. 

X-ray diffraction and Geiger 
counter X-ray spectrometric equip- 
ment is the subject of a new 60- 
page catalog issued by the North 
American Philips Co. Considerable 
space is devoted to the electron mi- 
( roscope. 

Basic information on pH is given 
in a two page bulletin issued by the 
Allis-Chalmers Mfg. Co. 


Absorption bases by Isco is the 
title of an 8-page booklet of Innis, 
Speiden & Co. 
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Technical Abstracts 





Chronic Toxicity 


Studies on 
Methyleellulose in Rats: (J. Am. 
Pharm. Assoc., XL, #6, 257, 1951) 


By Robert O. Bauer and A. J. Leh- 
man.—A standard diet of 5 per cent 
methylcellulose fed to rats for 
thirty-two weeks averaging 690-775 
mg./Kg/day/rat during this pe- 
shal h id no deleterious effect on 
growth, and significantly increased 
dietary intake. Also, it neither in- 
hibited reproduction nor left evi- 
dence of pathologic change in the 
tissue. Fifty per cent of the diet re- 
placed by methylcellulose signifi- 
cantly depresses growth through 
nutritional want. Methylc ellulose is 
not hydrolyzed to cellulese and 
methanol in the intestinal tract of 
rats to any detectable extent. 
Methylcellulose per se does not ap- 
pear to be absorbed from the in- 
testinal tract of rats. 


The Effect of Added Water on 
the Stability at 50° of Hydrogen 
Peroxide-Glycerol Solutions with 
and without Oxine: By Ethan 
Allan Brown and Wilfred Krabek— 
At 50°, hydrogen peroxide-glycerol 
solutions, containing 8- hydroxquin- 
oline, show an increased stability 
with increasing water content. The 
presence of oxine markedly in- 
creases the stability of hydrogen 
peroxide-glycerol solutions over 
that of solutions without oxine. Hy- 
drogen peroxide solutions, without 
oxine, show a minimum stability 
with the commerical C. P. grade of 
glycerol without added water, and 
an increase in stability with 
amounts of added water up to 70 
per cent. Anhydrous _ glycerol 
showed a stabilizing action some- 
what better than the commercial 
gerade, but was less effective than a 
solution containing 70 per cent 
added water, particularly as the ex- 
periment progressed. 


Eye Rinses: (Todays Health, 
May, 1951, p.3). Question: Can 
there be any harm in using an eye 

“rinse” or lotion too often? I have 
been washing my eyes with such a 
preparation, but have noticed that 
I now have to apply it much more 
often than when I first began using 
it. If I don’t, my eyes feel dry and 
hot. Do you think this has any re- 
lation to the eyewash? I must admit 


that my doctor did not advise me to 
use. Answer: It is entirely possible 
that repeated use of an eye lotion 
over an appreciable period of time 
could upset the normal mechanism 
of “tearing’’ and produce discom- 
fort. The tear film that covers the 
normal eye at all times is composed 
of four microscopic layers. The 
outer layer is an oily substance that 
is probably derived from the small 
glands lining the edges of the lids. 
This same substance is believed to 
a the fluid on the surface of the 
eyeball from spilling over the edges 
of the lids. If the normal tears are 
washed away from time to time by 
use of a lotion of course the outer 
oily layer will be removed, and this 
may interfere with normal action 
of the other layers. Frequently the 
composition of eyewashes may af- 
fect the tears. For example, if a 
0.85 per cent salt solution (referred 
to as “normal” saline) is applied, it 
will upset the chemical balance of 
the tears, which contain only 0.65 
per cent salt. Probably the most 
sensible thing is not to attempt to 
treat or “rest” the eyes by applica- 
tion of some preparation selected 
casually. Although this might seem 
to be a minor matter, it is possible 
to cause disturbing complications 
by using such treatments without 
proper medical supervision. 


Daily Wetting of Hair, 

(J-A.M. A. 146, #11, 1090, 1951). 
To the Editor: =I there any harm 
in thoroughly wetting the hair 
daily, for cosmetic reasons? I have 
done it for years and have all my 
hair. Many who disclaim the prac- 
tice are bald. Answer:—There is no 
harm in wetting the hair daily. It 
is entitled to the same care that one 
gives the face. A wet scalp, however, 
is prone to attract dirt. 


Hirsutism: (J.A.M.A. 146, 
510, 1951) To the Editor: A sit 20 
years old, single, has excessive 
hirsutism of the face and upper lip. 
Menses are fairly regular (every six 
weeks). She began menstruating at 
ago 13. W ould doses of estrogens, 
1 mg. of diethylstilbestrol every day 
for two months, do anything tow ard 
removing the excessive hair growth? 
There is no evidence of ovarian or 
adrenal tumor. Answer: The prob- 


lem outlined is a common one apg 
usually very distressing to the a 
flicted person. The follow IN proce. 
dure is suggested: 1. Caretul history 
and physical examination,  mep. 
struation at regular intervals, nop. 
mal development of the breasts ang 
external genitalia, absence of ep. 
largement of the clitoris and ab 
sence of change in the voice suggest 
that a masculinizing tumor is not 
present. 2. At least three determina. 
tions of the 17-ketosteroid excretion 
in the urine on different days to ey. 
clude of the possibility of excessiye 
production of androgen. 3. If no 
masculinizing tumor is present, the 
administration of estrogen is large 
doses will inhibit the growth of hair 
but will not cause it to fall out. 
4. It is probably desirable to re. 
move the hair on the face by elec. 
trolysis. 





















Chewing Dentifrices. (C.A, 45, 
No. 1, 313, 1951). Kenneth K, 
Kearby (to Standard Oil Develop. 
ment C o.). U.S. 2,525,072, Oct, 10 
1950. White inorg. absorbent pow. 
ders suitable as dentifrice s are ren- 
dered hydrophobic and are incor. 
porated in chewing gums. Preferred 















compns. are (a) SiO, 60-90 plus 
Al,O, 40-10%; (b) SiO, 55-80 plus 
MgO 45-20%; (c) SiO, 50-89 plus 
Al,O, 40-10 plus MgO 10-1%; (d) 
SiO, 45-79 plus MgO 45-20 plus 
Al,O, 10-1%. The dentifrices 






are treated with any alkyl silicon 
halide to render them hydrophobic. 
These dentifrices are added to 
chewing gum for the purpose of 
sweetening the breath and cleaning 
the teeth and have the advantage 
over charcoal additive by being 
white and more readily acceptable 
to consumers as a chewing gum 
having a natural color. 


















The Relation Between the Ef- 
fect of Topical Irritants and the 
Ointment Bases in Which They 
Are Applied to the Skin: (C.A) 
44, noe 11019, 1950. M. K. Polano, 
J. Bonselm, and B. J. van der Meer 
(Municipal Hospital, The Hague, 
Netherlands). Dermatologica /0I, 
69-79 (1950) 1—Resorcinal (I), 
salicylic acid (II), corrosive subli- 
mate (III), and croton oil (IV) were 
applied in various vehicles (fat-H,O 
emulsion bases, triglycerides, min- 
eral fats, and carbowaxes) to the 
skin. I, II, and III in carbowaxes 
had no appreciable effect on the 
skin. I and II produced less reac- 
tion when applied in petrolatum 
than in emulsion bases or natural 
fats. IV was as effective in carbo- 
waxes and petrolatum as in emul- 
sion bases. 12 references. 
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package this shampoo in lightweight aluminum tubes. For 


An exclusive Sheffield Process makes it possible to | The Sheffield Tube Corporation 


details, call or write your nearest Sheffield representative. 
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You get all the moneysaving advantages of stock bottles and jars combined with style 

and sales-provoking design when you pack to attract in Maryland Glass. A wide 

variety of classic designs in a complete range of sizes is always in stock, ready for immediate 
shipment. On the other hand, we'll create a distinctive design for your exclusive use if 

you'd like. Just drop us a line giving us the nature of your product and the sizes you pack. 


We'll submit samples and prices without obligation. Write today. 


Maryland Glass Corporation, Baltimore 30, Maryland. 


pack to attract in Maryland glass 


N EWS and EVENTS 


Plans Completed for T.G.A. 
Convention May 12-14 


The complete program for the 
meeting of the Toilet Goods Assn. 
May 12, 13 — 14 in the Waldorf 
Astoria hotel, New York follows: 

May 12: Reports of officers and 
counsel and election of new officers 
at the morning session. Presenta 
tion of Welch packaging award by 
Gregory Thomas at luncheon. The 
afternoon session will be open to 
answer questions on current prob 
lems. 

May 13: debate by a govern- 
ment attorney and an industry at- 
torney on whether the philosophy 
underlying the Robinson-Patman 
act is in the best interests of the in- 
dustry, trade and public will be 
featured at the morning session. It 
will be preceded by a paper “Cos- 
metics—Symbol and Resultant of 
the Emancipation of Woman” by 
Edward Sagarin. Canadian visitors 
will be honored at the luncheon. 
The afternoon session will be a 
closed meeting for manufacturers 
only. 

May 14: Scientific Section meet- 
ing. The morning session includes 
the following papers: “Some Limi- 
tations of Surface Active Materials 
in Cosmetic Practice’’ by I. R. Hol- 
lenberg; “Eye Irritation Studies of 
Shampoos and Hair Dressings,” 
Russell A. Cain and William Mark- 
land of John H. Breck Inc.; “Use of 
Munn Relief Illuminator in Exami- 
Nation of Cosmetics” by W. Fai- 
toute Munn and Ralph L. Evans; 
“Physiological Effects of Certain 
Surface Active ~~ on the Rab- 
bit Eye” by Dr. Hazleton. 

At luncheon a a to the 
winner of the golf tournament will 
be presented by Paul H. Douglas. 

The afternoon session will in- 
clude these pi apers: “Toxicity to Eye 
Mucosa of Certain Cosmetics Con- 
taining Surface Active Agents” by 
]. H. Draize and E. A. Ke lley of the 
FDA.; “Role of Quality Control in 
Cosmetic Manufacture,” by J. Rit- 
ner Weaver of Warner-Hudnut Inc.; 
“Analysis of Ammoniated Denti- 
frices” by F. W. Schreiber and H. 
Breuer; and “A Rz upid Method for 
the Estimation of Moisture in Cos- 


Iwasenko and 
Bristol-Myers 


metics’” by Helene 
Sigmund R. Kraus, 
Co. 

Chere will be no registration. 
\ppropriate badges will be given on 
arrival. All members of the toilet 
goods and allied industries are wel- 
come to attend the convention. 

The convention committee is 
composed of Lamson Scovill, chair- 
man; Paul Alexander, Philip E. 
Haebler, Michael Lemmermeyer, 
Richard A. Malmstrom, Robert H. 
Miller, Eugene J. Moore and 
J]. H. R. Stephenson. 


Mr. and Mrs. F. H. Leonhardt of Fritzsche 
Brothers, New York, at Lihue, Kauai, during 
their recent Hawaiian visit. 


Suit Tests Right to Withhold 
Merchandise from Retailers 


The manufacturer’s right to 
withhold merchandise from a re- 
tailer who refuses to sign a fair 
trade contract will be tested in a 
suit filed by Central Housekeeping 
Market, Chicago, Ill. against the 
Sunbeam Corp. The retailer claims 
that $200,000 of its million dollar 
annual gross sales comes from Sun- 
beam products and is asking $500,- 
000 on the grounds that inability 
to obtain Sunbeam appliances will 
make it impossible to maintain the 
store’s reputation for selling appli- 
ances of a high quality at a reason- 
able price. In a counter claim Sun- 
beam is asking damages for the loss 
of sales through retailers who have 
signed fair trade contracts. Accord- 
ing to the company, sales have 
been diverted by the below mini- 
mum prices advertised by the re- 
tailers. 


Fair Trade Act Doubtful for 
this Session of Congress 


Authoritative Washington  ad- 
vices indicate that the enactment 
of a fair trade law nullifying last 
year’s Supreme Court decision is 
highly doubtful at this session of 
Congress. 

The main difference between the 
two bills reported favorably by 
House Committees lies in the pro- 
visions as to what would constitute 
a defense against suits charging re- 
tailers with selling below producer- 
set minimums. The Judiciary Com- 
mittee measure (HR 6925) would 
make it a complete defense to show 
that the producer had not made 
reasonable efforts to enforce his re- 
sale price on others while the Com- 
merce Committee bill (HR 5767) 
omits this protective clause. There 
is no certainty that the House 
Rules Committee will give either 
bill right of way on the floor with- 
out which it is doubtful that the 
matter would be taken up. Senate 
leaders have scheduled no action. 

Fair trade forces are backing the 
McGuire bill since the judiciary 
committee bill has the following 
limitations: 

1. The fair trade price must be 
a minimum rather than a stipu- 
lated price. 

Retailers can ignore fair trade 
prices if manufacturers do not 
make “a reasonable effort” to stop 
price cutting by competing retail- 
ers. 

3. Fair trade contracts must be 
between seller and maker, not dis- 
tributor. 

ft. Retailers can cut 
non-fair trade states. 

Fair traders claim this last re- 
striction will open the way to cut- 
rate mail order “raids” into fair 
trade areas. 


prices in 


Scented Home Storage 


Exempted from 20% Tax 


Sachet-scented cases intended for 
home storage of handkerchiefs, lin- 
gerie and hosiery are not subject to 
the 20 per cent federal excise tax, 
according to a new ruling of the 
U.S. Treasury Department. 
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There are many things more than precious oils and fine chemicals 
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Our research teams are untiringly seeking new aromatic bodies 
through micro-analysis, molecular distillation, and all forms of 
higher organic chemistry. This effort results in new organic com- 
pounds, new isolates from existing materials, and improved 
techniques. Of the hundreds of research developments, rela- 
tively tew are accepted for use in fine perfume materials. Yet 
around these new aromatics, the imaginative genius of the per- 


fume chemist can create intriguing new and unusual fragrances. 
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With the right accessories stock bottle #A-4445 
becomes a highly individual container—at low cost 


MAKE-UP, makes the difference | 


Imagination and ingenuity can make a face or a container stand out 


A DIFFERENT CLOSURE, 
an unusual use of color, a striking 
label—presto! A stock-mold 
Duraglas bottle becomes a pack- 
age of distinction that will stand 
out anywhere. 


Das bottle 


TRADE MARK REG U.S. PAT. OFF 
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Unchanged by the beauty treat- 
ment, of course, are the strength, 
operating economies and low 
original cost of Duraglas stock- 
mold containers. 

And there is no limit to Duraglas 


container individuality. So for all 
your packaging needs, from bot 
tles to closures and shipping cat 
tons, with package distinction 
built-in, /ook to Owens-Illinois com- 


plete packaging service. 


$ are protectors of quali 


OWENS-ILLINOIS GLASS COMPANY e TOLEDO I, OHIO © BRANCHES IN PRINCIPAL CITIES 
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Two Great Scientists Meet 
as Dr. Y-R Naves gets Award 


Dr. Yves-Rene Naves, research 
consultant of L. Givaudan & Cie., 
¢ A.. of Geneva, Switzerland, be 
came the first industrial scientist to 
be a recipient of the Fritzsche 
\ward for achievements in essential 
oil chemistry, when he accepted the 
award at the meeting of the Ameri- 
can Chemical Society in Buffalo 


Dr. Guenther presents the award to Dr. Naves. 


lat month. The award, set up by 
Fritzsche Brothers Inc. on the oc- 
casion of its seventy-fifth anniver- 
sary, has previously been granted 
to Drs. Simonsen, Lederer, and 
Haagen-Smit. 

Dr. Naves, renowned for his work 
on the elucidation of the structure 
of irone and the synthesis of this 
substance, spoke to the A.C.S. on the 
use of spectrometric methods for 
the study of molecular structure of 
terpenes. Further work on the study 
of the constituents of natural per- 
fume materials is under way and 
may soon lead to a better unde 
standing of the chemical substances 
found in ambergris, he pointed out. 

It was the first visit of the distin- 
guished scientist to this country, 
and it marked the culmination of a 
career that may be divided into two 
categories. In the first part of his 
life as a research scientist, Dr. 


Naves studied natural perfume ma- 


terials, in order to improve the 
methods of purification and pro 
duction, and to give a better yield 
ol a superior product. In the more 
recent part of this career, the study 
of natural materials has been pur- 
sued in order to duplicate the con- 
stituents of these oils by synthetic 
proc esses. 

\ prolific and tireless worker, Dr. 
Naves is author or co-author of 
some 150 scientific papers on essen 
tial oils and their constituents, as 
well as numerous articles that have 
appeared in the trade press. He is 
author of a booklet, “Les Huiles 
Essentielles,” which has achieved 
wide acceptance as a brief but defi 


4 Essential Oil Review 


nitive summary of the salient points 
of man’s knowledge in this field; 
and his longer work, “Natural Per- 
fume Materials,’ written in colla- 
boration with Mazuyer, is a classic 
in the field and is well-known in the 
excellent translation of Edward 
Sagarin. 

Greeting Dr. Naves at the A.C.S. 
meeting, and handing over to him 
the medal award and the check for 
$1,000 was Dr. Ernest Guenther, 


Dr. Yves-Rene Naves Lectures 
to French Groups 


Dr. Yves-Rene Naves, recipient 
of the 1952 A.C.S. Fritzsche award 
lectured before the American Sec 
tion of the Societe de Chimieg In- 
dustrielle and the French Engi 
neers in the United States unde1 
the auspices of the Cultural Coun- 


selor to the French Embassy in 


Testimonial dinner to Dr. Yves-Rene Naves was given by F. H. Leonhardt. Seated around the 
table from extreme right, counter-clockwise, are: J. A. Huisking, H. P. Wesemann, Ernest 
Durrer, Mr. Leonhardt, Dr. Naves, Dr. Ernest Guenther, Dr. Max Luthy, Dr. E. H. Hamann, 


Frederick Richter, D. A. Neary, G. A. Wohlfort, 


B. F. Zimmer, R. W. Wilmer, J. L. Cassullo, 


F. H. Leonhardt, Jr., Arthur Hemminger, and E. E. Langenau. 


vice-president of Fritzsche Brothres 
and author of the monumental 
work, “The Essential Oils.” As these 
two scientists clasped hands. before 
the enthusiastic gathering, those in 
the audience most familiar with 
this domain of chemical research 
could not help but be struck by the 
fact that the life-work of each man 
perfectly complemented that of the 
other. Here was Dr. Guenther, who 
had travelled into every remote 
country on earth in search of natu- 
ral and unadulterated oils, who had 
seen and studied plants as they 
grew and distillation methods as 
practiced by the unskilled and the 
untrained. No man of our times 

nay, of any times— had _ studied 
more intimately, more thoroughly, 
the production of essential oils. And 
here was Dr. Naves, who had turned 
his brilliant and skeptical mind 
upon these oils, in order to unravel 
the enigmas therein sealed by na- 
ture. On the platform were two 
men, one of whom had an unparal- 
leled knowledge and experience in 
the manufacture of the oils, and the 
other in the understanding and re- 
production of their constituents. 


Traveling Factor Demonstrator 
Leaves for Canada, Alaska 


Miss Maria Luisa Huarte, world- 
traveling Max Factor make-up dem- 
onstrator and lecturer, is making 
a three-months’ tour of Canada. 


New York March 20. The subject 
of his lecture, given in French, was 
the influence of chemistry on the 
development of raw materials for 
perfumery. He was introduced by 
Philip Cortney, president of Coty 
Inc. and also president of the 
French Engineers in the United 
States. Pierre Bouillette welcomed 
the guests and acted as master of 
ceremonies. The meeting was well 
attended. 


Dr. Farkas Speaks on Hydrocar- 
bon Oxidation at ASECP Meet 


“Oxidation of the Hydrocar- 
bons” was the topic of the lecture 
by Dr. Adalbert Farkas, Allied 
Chemical and Dye Corp., at the 
American Society of European 
Chemists and Pharmacists meeting 
on March 13 at the Master Hotel 
Restaurant. The lecture was pre- 
ceded by a subscription dinner in 
honor of the speaker. 


Robert Gair Co. Buys American 
Coating Mills Div. 


American Coating Mills Div. of 
Owens-Illinois Glass Co. has been 
acquired by the Robert Gair Co. 
Sales of the division in 1951 ex- 
ceeded 20 million dollars. The busi- 
ness will be carried on under the 
name of the American Coating 
Mills Corp. 
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O.P.S., Tube Committee Con- 
sider Price Adjustment 


Members of the Collapsible 
Tube Industry Advisory Commit- 
tce met recently with O.P.S. ofh- 
cials to discuss proposed industry- 
wide price adjustment ratios. [hese 
would be used instead of permis- 
sible individual price adjustments 
provided under the general manu- 
facturers’ ceiling price regulation 


99 


The committee consists of the 
following members: Harold Bethge, 
Victo1 Metal Products  Corp., 
Brooklyn, N. Y.; M. K. Dresden, 
\. H. Wirz, Inc., Chester, Penn.; 
Wm. Erhard, Globe Collapsible 
Tube Corp., Long Island City, 
N. Y.; J. H. Heideger, Standard 
Collapsible Tube Co., Rochester, 
Penn.; Wm. C. Huntoon, National 
Collapsible Tube Co., Providence, 
R. LI; Chas. Kleinbeck, Atlantic 
Mig. Co., Newark, N. ].; Seth G. 
Malby, Aluminum Co. of America, 
Edgewater, N. J.; A. W. Paull, Jr., 
Wheeling Stamping Co., Wheeling, 
W. Va.; Fred. Remington, Peerless 
Tube Co., Bloomfield, N. ].; Wer- 
ner Rentschler, Art Tube Co., Inc., 
Irvington, N. ].; $8. M. Rumbough, 
Ir., Metal Container Corp., Hobo- 
ken, N. J.; R. Smith Schenck, Sun 


Tube Corp., Hillside, N. J.; L. T. 
Shefhield, The Shefheld Tube Corp., 
New London, Conn.; J. C. Stainer, 
Atlas Collapsible Tube Corp., 
Long Isiand City, N. Y.; and ]. E. 
Turner, Jr., J. S. Turner White 
Metal Co., New Brunswick, N. J. 


S. H. Mayer, Mem President, 
Returns from Vienna Visit 


Stephen H. Mayer, president ol 
Mem Co., Inc. has returned from 


S. H. Mayer with Viennese executives 


Vienna, Austria, where he _ in- 
spected the firm’s soap and _ toi- 
letries factory. The plant is cur- 
rently turning out hand-painted 
castile children’s and novelty soaps 
for the U.S. market. 


T.G.A. Issues Butyl 
Stearate Standard 


The Toilet Goods Assn. has is- 
sued standard 39 for butyl stearate. 


S.C.C. May 15 Meeting to 
Feature Technical Papers 


The spring meeting of the Soc 
ety of Cosmetic Chemists will] }y 
held on Thursday, May 15, at the 
Biltmore Hotel, New York, N, \ 
‘Technical papers on the follow 
subjects will be presented: Evalug 
ing Sensory Reactions in Numben 
Instead of in Adjectives; Toxiciy 
of a New Permanent Hair Wave 
Neutralizer; Tracer Chemistry Pe 
taining to Topical Ointment 
Modern Methods of Scar Removal 
Less of Hair and its Regeneratio; 
by Use of Certain Chemicals, 

The date of the December cop 
vention has been changed fro 
December 4+ to December 11. 


Chemical Works Boechout 
Changes Its Name 


N. V. Chemical Works Boechou 
has changed its name to N. V, Sluys 
Boechout to link the name of th 
founder with the community wher 
it was established, Boechout, Be} 
gium. The name of the associated 
company in the Netherlands hay 
been changed to N. V. Sluys Roos 
endaal and the name of the Ame 
ican company has been changed 
Sluys Rockford Inc. 


@ LANITIS BROS. LTD. 


Cables ““LANITISOIL”’, P.O. Box 286, LIMASSOL—CYPRUS. 


Messrs. Calvert Mills Co. 
New York Representative: 15-25 Whitehall Street 
New York 1, N.Y. 


ESSENTIAL OILS e 


April, 1952 


310 


ESSENCES 
ISOLATES e 


e BASES e 


COMPOUNDS e 


RESINOIDS e 
PERFUMERY RAW MATERIALS 


CONCENTRATES 


The American Perfumer 





23 Years with Naarden, Two 
Department Heads Honored 


Two prominent members of the 
N. V. Chemische Fabriek “Naar- 
den”, |. van Paasschen, head of sev- 
eral departments, including pur- 


nel manager. H. S. Cottrell has 
been appointed sales promotion 
and advertising manager. Frank 


Grilli has been named manager of 
the chemical department, J. P. 
Kesling has been appointed man- 
ager of the products development 


Aa 
HN 


J. van Paaschen (right) reminisces as A. H. Ruys toasts to the future of Naarden. 


chasing, and A. H. Ruys, head of 
the research department, observed 
the 25th anniversary of their con- 
nection with the concern on March 
lf. A reception was held in their 
honor. 


Roux Sued for Alleged Anti- 
Trust Law Violations 


Godefroy Mfg. Co., St. Louis, 
maker of TRESemme Shampoo 
Tint, has filed suit in the Federal 
Court for the Southern District of 
New York against Roux Distribut 
ing Co., Inc. and its individual 
principals, George Kremer and 
George Kremer, |r. The Godefroy 
company charges Roux with vio- 
lating the federal anti-trust laws 
and damaging the plaintiff with 
unfair trade practices. Damages 
amounting to $100,000, including 
punitive damages for alleged viola- 
tions of the anti-trust laws are de 
manded, together with an injunc- 
tion against the continuation of 
the alleged practices. 


F.D.A. Requests $112,000 
for Cosmetic Work 


The F.D.A. is requesting $112,- 
W00 as its 1953 cosmetic work budg- 
et for the fiscal year starting July 1, 
the same amount it was granted by 
Congress for the current year. 


Innis Speiden, Inc. Makes 
Nine Personnel Changes 


Innis Speiden, Inc., New York, 
N.Y, has made nine personnel 
changes. Frank T. Shanahan has 
been made assistant to the vice 
president and general manager. 
He retains his position as person- 
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department. J. E. Wolke has been 
assigned to outside sales duties. 
L. W. MacKenzie has been transfer- 
red from the Boston sales office to 
the New York sales staff. J. A. Schade 
has been made coordinator of sales 
and production of gums and 
waxes. E. D. Baumeister has been 
made superintendent of the com- 
pany’s Jersey City plant. William 
P. Landgrebe has been named 
manager of the Cleveland branch 
ofhce. 


Court Holds Buyer Responsible 
for Price Discrimination 


The Seventh U.S. Court of Ap- 
peals has upheld a F.T.C. charge 
against Automatic Canteen for in- 
ducing and receiving a net price 
from sellers known to the buyer to 
be below the price for other cus- 
tomers. The case was based on the 
Robinson-Patman Price Discrimi- 
nation Act, which makes it un- 
lawful for any buyer knowingly to 
induce or receive an illegal price 
discrimination. 


N. Y. Board of Trade Section 
Backs McGuire Fair Trade Bill 


The drug, chemical and allied 
trades section of the New York 
Board of Trade voted at an exec- 
utive meeting to support H.R. 5767, 
the McGuire bill which intends to 
restore fair trade to its pre-Schweg- 
mann case status. 

The U.S. Senate select committee 
on small business, in its annual re- 
port, also stressed the importance 
of fair trade to the nation’s small 
business economy, the consumers, 
and the manufacturers of branded 
products. 


Mich. Chemical and Allied Indus- 
tries Assn. Sets 1952 Golf Meets 


The 1952 golf schedule of the 
Chemical & Allied Industries Assn. 
of Mich. has been tentatively ar- 
ranged. It includes the following 
events: May 27, Meadowbrook 
Country Club; June 24, Birming- 
ham Country Club; July 29, Or- 
chard Lake Country Club: August 
26, Pine Lake Country Club; and 
September 23, Lakepointe Country 
Club. 

The Detroit Lions film ‘“High- 
lights of the 1951 Season” was fea- 
tured at the March 31 meeting at 
the Detroit-Leland Hotel. 


Electrolysis Students Hear 
Skin & Hair Lecture Series 


A series of planned lectures in the 
histology and problems of skin and 
hair by a New York dermatologist 
was initiated in March at the Kree 
Institute of Electrolysis in New York 
City where instruction is given in 
the art of permanently removing 
superfluous hair. Dr. Irwin I. Lu- 
bowe, is lecturing to Kree students 
on the following subjects: Anatomy 
and physiology of skin; how the skin 
heals after Galvanic and Short- 
Wave Electrolysis treatment; how to 
detect skin diseases which should 
not be treated by Electrolysis; why 
non-professionals should not remove 
moles, warts and other skin growths; 
and how to improve drv and oily 
skin. 

His new series of lectures on Mon- 
day nights will supplement those of 
Dr. Herman H. Rubin, endocrine 
specialist, who has been lecturing 
regularly at the Kree Institute. Dr. 
Lubowe will also consult with stu- 
dents on solving skin and hair prob- 
lems. 


Robert Gair Co. Operates New 
Teterboro, N. J., Factory 


Robert Gair Co., Inc., New York, 
has started operations in its recently 
completed container plant at Teter- 
boro, N. J. It will service corrugated 
box users in Northern New Jersey 
and the New York metropolitan 
area. 


Bemiss-Jason Executives Buy 
Raisin-Thiebaut Box Firm 


Joint purchase of Raisin-Thie- 
baut, Inc., has been announced by 
two executives of the Bemiss-Jason 
Co. of San Francisco. Buyers are 
R. P. Bemiss and W. E. Jason, presi- 
dent and vice president, respec- 
tively, of Bemiss-Jason, supplier of 
corrugated paper specialties. 
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Colgate’s 1951 Sales Set A 
New Peak, But Net Drops 


While domestic and world-wide 
sales of Colgate-Palmolive-Peet Co. 
set a net record $346,485,000 in 1951, 
income dropped from $15,737,000 
to $6,249,000, according to presi- 
dent E. H. Little in the annual 
stockholders report. The drop in 
profits was ascribed to reduced in- 
ventory value due to the drop in 
fat and oil prices, the $2,500,000 
Kansas City flood loss, and higher 
taxes and costs of goods and serv- 


Ices. 


P. N. Wiemer, Jr. Buys Taylor 


Greenwald Co., Sales Agents 


The Taylor Greenwald Co. of 
Cincinnati (Norwood), Ohio, sales 
agents in Ohio and Indiana for 
several large chemical and raw ma- 
terial manufacturers, has been pur- 
chased by Paul N. Wiemer, Jr. The 
company was formerly owned by 
Taylor Greenwald who passed 
away January 14. Previous to Jan- 
uary 1, it was known as The Green- 
wald-Bertemes Co. 

Mr. Wiemer is from Omaha, Ne- 
braska, and has been associated 
with U. S. Industrial Chemicals Co. 
in Cincinnati the past fifteen years 
and prior to that was with De Mert 
& Dougherty, Inc. in Chicago. He 
is a 1933 graduate of the Univer- 
sity of Wisconsin and served as a 
major in the Air Force at Wright 
Field and the South Pacific during 
World War He is a director of 
the Cincinnati Drug & Chemical 
Assoc. and vice-president of the 
Cincinnati Paint Golf Club. 


10 Percent, Cost-of-living 
Formulae Apply to Commissions 


War Stabilization Board General 
Regulation 20 permits either the 10 
per cent or cost-of-living formulae 
to be applied to employees paid in 
whole or in part by commission. 


N.B.B.M.A. Admits 


Three New Members 


Coty, Inc., Glo-Rnz, Inc. and 
Winco Associates, Inc. have been 
admitted to active membership in 


the National Beauty and Barber 
Mfrs. Assn. 


Chicago $.C.C. Holds Ladies’ 
Night, Features Charm Expert 


I'he April meeting of the Chicago 
chapter of the Society of Cosmetic 
Chemists will be Ladies’ Night, with 
wives, members and guests invited 
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to attend. Miss Celeste Carlyle, style, 
beauty and charm consultant, will 
speak on “Props for Your Poise.”’ 
Miss Carlyle, who is noted for her 
articles, radio and television pro- 
erams, has trained airline stew- 





Miss Celeste Carlyle 


ardesses and telephone personnel. 
The meeting will be held Tuesday, 
April 29 in Henrici’ s Restaurant in 
the Merchandise Mart. 


F.D.A. Head: Require Testing 
Before Marketing Cosmetics 


Pre-testing of new cosmetic in- 
gredients or preparations before 
they are marketed was _ recom- 
mended by F.D.A. chief Charles W. 
Crawford, testifying before the 
House Select Committee, now in- 
vestigating the use of chemicals in 
foods and cosmetics. Mr. Crawford 
proposed that the Food, Drug and 
Cosmetic Act be so amended as to 
require such pre-testing procedures 
and a listing of all ingredients on a 
preparation’s label, and to modify 
the present exemption permitting 
sale of coal tar dyes under certain 
conditions. 

The committee, which  ad- 
journed early in March, is expected 
to present its report late this 
month. 


Distributor Agrees to Stop 
Disguising Products’ Origin 


Under a stipulation with the 
F.T.C., a perfume and cologne dis- 
tributor has agreed to stop pre- 
senting that its products are manu- 
factured in Hawaii or the Pacific 
Islands, or are made from ingredi- 
ents imported from those terri- 
tories, when contrary to the facts. 
The distributor has also agreed to 
cease using words which connote 
that such products are manufac- 
tured there and, when using brand 
names which might mislead the 
public in a similar manner, to 
clearly disclose their domestic ori- 


gin. 








Fragrance Foundation to Elect 
Officers at April 24 Meeting 


New officers and director will be 
elected at the third annual m: eting 
of the Fragrance Foundation op 
Thursday, April 24 in the Pierre 
Hotel, New York, N.Y. President 
Samuel Rubin, of Faberge Per. 
fumes, will give an annual report 
followed by reports of treasurer 
Frazer Sinclair of Beauty Fashion 
and executive director Miriam 
Gibson French. 


Tests Indicate Ammoniated Den. 
tifrices Cut Tooth Decay 


[wo research projects indicate 
that the use of the high urea type of 
dentifrice might cut the incidence 
of dental caries. 

One study, conducted by New 
York dentists Drs. William Lefko- 
witz and Vincent I. Venti, is a pre. 
liminary report of the findings of a 
three-year experiment, now half. 
way comple ted. Employing 217 
children of the Graham School, 
Yonkers, N. Y., caries incidence was 
reduced 60 per cent, compared to 
the control group, in_ previously 
noncarious permanent teeth. “The 
caries reduction in all teeth, both 
deciduous and permanent and ca- 
rious and noncarious, varied _ be- 
tween 50 per cent and 60 per cent,” 
according to the report. 

Drs. Chester J. Henschel and 
Leon Lieber of the Eastern Gradu- 
ate Research Foundation found 
that cavity reduction of 110 adult 
patients was 43.6 per cent, com- 
pared with a control group of 75 
patients, during the four year test 
period. ¢ ‘ompared with its own pre- 
test period, the group’s reduction 
was 44.1 per cent. 


Bymart-Tintair Centralizes 
Offices at Newark Factory 


General offices of Bymart-Tint- 
air, Inc., are being centralized 
the firm’s recently enlarged factory 
at 250 Hillside Ave., Newark, N.]. 
Principal sales, merchandising, ad- 
vertising, promotion and incoming 
order departments have -_ 
moved from New York, N.Y., t 
the six-story 80,000 square ‘oot 
Newark plant. 


Factor Hollywood Warehouse 


Hit by $250,000 Fire 


Fire, raging through the Max 
Factor & Co. warehouse at 927 No. 
Sycamore Ave., Hollywood, Cal. 

caused dam: ige tentatively estimated 
at $250,000. The cause of the fire 
was undetermined. 
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p. E. Roehrich, E. J. Moore 
To Represent Esco-Foster 
Paul E. Roehrich and Eugene J. 


Moore, president and vice-presi 
dent of the Richford Corp., 251 





Eugene J. Moore 


Fourth Ave., New York, N.Y., have 
been appointed Eastern sales rep- 
resentatives for the new firm Esco 
Foster. This concern recently put 
chased Theodore W. Foster & Bro. 
Co., Providence, R.1I. 

Closures, Inc. Waterbury, Conn., 
formerly an exclusive supplier to 


AMLA, Conference to Feature 
New Merchandising Methods 


New wrinkles in the merchan 
dising aspects of consumer pack 
aging, including the trend to pack 
aging for self-service, pre-testing 
package design for consumer accep 
tance, and retailer evaluation ol 
consumer package design and con- 
struction, are among the features 
of the program for the forthcom- 
ing A.M.A. National Packaging 
Conference, sponsor of the event. 
The conference will be held in 
Atlantic City, April 1-3, in con- 
junction with the 2Ist A.M.A. Na- 
tional Packaging Exposition, to be 
on view April 1-4. Both events will 
be held at the public auditorium. 


Commerce Department Issues 
Revised Procurement Manual 


A revised edition of the Govern- 
ment Procurement Manual, cover- 
ing the procurement activities of 
all major military and_ civilian 
agencies, has been issued. 


Cosmetic Castor Oil Quota 
Unchanged Until July 


Castor oil consumption for toi- 
letries and cosmetics will continue 
to be limited in the second quarter 
of 1952 to 30 per cent of such con- 


‘umption in the last quarter of 
1950, 
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the Richford Corp., is entering the 
field with its own lines of brass and 
aluminum closures. Mr. Roehrich 
and Mr. Moore will also conduct 
the sales efforts for this firm. 

The Richford Corp., which is 





Paul E. Roehrich 


not connected with either Esco- 
Foster or Closures, Inc., will con- 
tinue to serve the trade with its 
lines of trade-marked packaging 
specialty items: “Spillproof” per- 
fume flacons, ““Touch-N-Flo” purse 
dispensers, and ‘“Push-Up”’ stick 
cologne containers. 


Plants Contribution to Cosmetics 
Subject of ASP Lecture 


Miss Florence Wall spoke on 
“The Contribution of Plants to 
Cosmetics” at the March 19 meet- 
ing of the American Society of Per- 
fumers, Inc. 


Survey Indicates Importance 
of Toiletries Home Sales 


House-to-house sales of sham- 
poos, hand lotions, face creams, 
and powders represented 10 to 20 
per cent of the total dollar volume 
for the items in the final quarter of 
1951, according to Sam G. Barton, 
president of Industrial Surveys. 

Speaking at the Affiliated Drug 
Stores’ spring convention in New 
York, he asserted that in three of 
the four cases the dollar volume of 
house-to-house sales equaled or ex- 
ceeded the combined totals of the 
variety, syndicate and food stores. 
Other toiletries items surveyed 
were dentifrices and home waves. 


Increase in Castor Bean Crop 
Made Possible by Research 


Improved varieties, planting 
practices, and machinery coming 
out of castor bean research will aid 
growers to cultivate 200,000 acres, 
the goal set for 1952, according to 
plant scientists of the U.S. Dept. 
of Agriculture. 





















































Reck Urges Delaney Committee 
to Accept Filed Statements 


Insertion into the records of the 
Delaney Committee hearings of 
filed statements of those who have 
not appeared in person as wit 
nesses before the committee’s hea 
ings into the use of chemicals in 
foods and cosmetics has been urged 
in a letter by Jacob Reck, execu 
tive vice-president of the National 
Beauty and Barber Mfrs. Assn. Ad 
dressed to Rep. James J. Delaney, 
chairman of the committee, it 
points out that if the statement of 
Dr. Dan Dahle of Bristol Myers 
Co. and formerly Chief of the Cos 
metic Division of the F.D.A. were 
not inserted into the record, 
neither should be statement of Dr. 
I. R. Stormont, secretary, Commit- 
tee on Cosmetics of the A.M.A., 
since neither were available for 
cross-examination. 


Noted Chemist Addresses 
Record CIBS Meeting 


William A. Poucher, chief per- 
fumer, Yardley & Co. Ltd., Lon- 
don, England, gave an interesting 
talk on his travels at the March 13 
meeting of the CIBS at Toot Shor’s, 
New York, N.Y. The meeting was 
well attended. 


Coty Sponsors Tour to Bring 
French Youth Views to U.S. 


Miss San Souci, 2l-year old stu- 
dent who was treated by Coty to a 
six-months’ study at Sorbonne Uni- 
versity, is now touring the United 
States and Canada, under Coty- 
sponsorship, to bring the point of 
view of French youth to American 
school groups. Hailing from Woon- 
socket, R. I., she is the daughter of 
a French-Canadian born newspaper 
publisher. 


Heyden Chemical Corp. Starts 
Neomycin Production 


Neomycin, the antibiotic which 
research has proven effective in 
treating infections of the skin, eyes, 
ears, nose and_ gastro-intestinal 
tract, now is being produced in 
commercial quantities by Heyden 
Chemical Corp.’s Antibiotic Divi- 
sion. 

Heyden’s Princeton, N. J., Anti- 
biotic Division has been a pioneer 
in the commercial development of 
Neomycin which was discovered by 
Dr. Selman Waksman and Dr. Hu- 
bert A. Lachevalier of the New Jer- 
sey Agricultural Experiment Sta- 
tion, Rutgers University in 1949. 
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Breck, Inc. Opens Chicago 
Office for Central States 


John H. Breck, Inc. has opened 
a new Chicago sales office under 
Lloyd Hayes to handle shipment of 
orders to 16 central states. A new 
corporation, Cosmetics Distribu- 
ting Co., 1500 Southwestern Ave., 
Chicago, Ill., has been formed to 
handle such shipments. 


Scottish Firm Uses Bonuses for 
Retail Displays, Reorders 


\ display bonus scheme used by 
a Scottish toiletries firm provides 
for a small bonus for retailers who 
keep the product on display. An- 
other method, employed by the 
same firm, entails giving a second 
bonus on price of the product for 
every reorder. Both schemes are 
said to work profitably. 


Rubinstein Opens New 
Washington Salon 


Helena Rubinstein has opened a 
new Washington Salon at 1752 M 
St., N.W., under the managership 
if Miss Jean Marbeau. The occa- 
sion was marked with a reception, 
featuring a ballet, on March 18. 
Miss Mala Rubinstein, niece of 


Rubinstein's Michel and Mrs. G. Neilson 


Helena Rubinstein and director of 
the concern’s salons, was host. 


N.P.A. Considers Self-Authori- 
zation of Controlled Materials 


N.P.A. is now considering a plan 
whereby manufacturers of civilian 
items would  self-authorize  con- 
trolled materials without filing 
CMP-4B applications. The manu- 
facturer would compute his quar- 
terly allocation, which would be a 
N.P.A.-determined percentage of 
base period consumption. 


Chanel, Guerlain, and Lanvin 
Enter Infringement Suits 


Chanel, Inc., Guerlain, Inc., ang 
Lanvin Perfumes, Inc. recently 
filed infringement suits in the Chi. 
cago federal district court against 
Exclusive Import Co., Exclusive 
Play Card Co., and __presideny 
Harry Cohn, and Federal Silver 
Corp. They were accused of selling 
imitations and reproductions of the 
plaintiff's perfumes. 


Paris Fair to be Held 
May 17-June 2 


The Foire de Paris will be held 
May 17—June 2 the French Cham. 
ber of Commerce has announced. 
Perfume will be included in the ex. 
hibits. New tourist air rates to 
France are expected to stimulate at- 
tendance at the fair. 


Columbia University Alumni to 
Present Award to C. W. Ballard 


Charles W. Ballard, retiring dean 
of the College of Pharmacy, Colum- 
bia University, will be presented 
with the 1952 Alumni Award for 
his 45 years of service to the col- 
lege. ‘The ceremony will take place 
on May 4 at the Hotel Astor, New 
York, N. Y. 


AROMATIC CHEMICALS 
and specialties for 


PERFUMERY 
COSMETIC PRODUCTS 
TOILET SOAPS 


CHLOROPHYLLS 


FLAVOURING ESSENCES 
natural and synthetic for 
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National Beauty Trades Show 
September 8-10 in New York 


Arrangements have been com 
pleted to hold the 1952 National 
Beauty Trades Show, jointly spon 
sored by the N.B.B.M.A. and the 
N.H.C.A., on September 8, 9, and 
10 at the Hotel Statler, New York. 


Merchants Export-Import Co. 
Moves Office, Warehouse 


Merchants Export-Import Co. 
has moved its office and warehouse 
to 339 E. 162nd St., New York. 


Reheis Co., Inc. Opens A New 
Organic Chemicals Division 


The Reheis Co., Inc., Berkeley 
Heights, N.J., has opened a new 
organic chemical division. 

According to president Daniel 
H. Reheis, the new division is now 
producing the vegetable enzymes 
tyrosinase, ascorbic acid oxidase, 
and invertase. These enzymes are 
currently available in research 
quantities, 

Manufacturing facilities are be- 
ing expanded to meet commercial 
requirements as they arise, and new 
personnel is being added to carry 


SOE as TEROL 


AMERCHOLS 


are naturall 


P. M. Brown, Jr. 


out the program. P. M. Brown, Jr. 
research chemist, will 
new division. 


, 


head the 


Among Our Friends 


LOUIS HOFF has been ap- 
pointed sales manager of the Soap 
Division of Packers Tar Soap Co., 
Mystic, Conn. 


J. S. ALGEO, vice president and 
general sales manager of Hazel- 
\tlas Glass Co. has announced the 


appointment of E. P,. WESTWOOD 


as head of the Pittsburgh district 
sales office. He has been with the 


company since 1918 and assumed 
his new duties April 1. 


I. R. HOLLENBERG for the 
past three years executive vice 
president and general manager of 
Van Dyk & Co., Belleville, N. J. has 
been elected president of the com- 
pany. He joined the company as a 
chemist in 1935 and has done con- 
siderable research and development 
work in the field of cosmetic raw 
materials and has written several 
papers and presented many before 
technical associations. During the 
war he was responsible for the 
company’s production of ordnance 
material. Mr. Hollenberg is also 
executive vice president and gen- 
eral manager of Van Dyk’s affiliate, 
Summit Chemical Products Corp., 
producer of ammonium thioglycol- 
late. 

PHILIP CHALEYER, head of 
the company which bears his naine, 
is recuperating from a heart at- 
tack in the French hospital, New 
York, N. Y. 

WALTER STIENEN, director 
of F. Wolff & Sohn, Karlsruhe, 
Germany, one of the oldest and 
largest cosmetic manufacturing con- 
cerns on the continent, is visitine 
the trade in the United States. 


y superior 


The AMERCHOLS are surfactants which are NATURALLY good for the 
skin and hair. They are odorless, color free forms of cholesterol and 


related rare sterols which we isolate in purified form from animal 


tissues. They are stable in the presence of acids, alkalies and most 


drugs. 


Try AMERCHOL L-101 in your hair preparations. It is a highly 
effective liquid-cholesterol penetrant. 


abd a 1-1 


WE KNOW OF NO CASE OF ALLERGY DUE TO AN AMERCHOL 


Our research laboratories are available to you for advice and information. 
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Our booklet will help you formulate the AMERCHOLS in O/W and 


W/O emulsions. 


~'BCeanes 
« 
to i « 


WN. NEW sensey 
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WILLIAM A. SCHNELL, sales 
director for 40 years with Link Belt 
Co., is now on the sales staff of Con- 
solidated Products, Co., Ine., 15 


Park Row, New York, N.Y. 


|. H. MCNASH, BRUCE H. 
SEABRIGHT, and WALTER H. 
\ICCLURE were re-elected direc 
tors of the Hazel-Atlas Glass Co., 
Wheeling, W. Va., at the annual 
meeting of stockholders on March 


Q~ 


) 


O. L. WHITWORTH has been 
appointed Texas sales representa 
tive for Allen B. Wrisley Co., re 
placing JACK BREIT, who has re 
tired. ROY WILLIAMS has been 
appointed Southeastern sales repre- 
sentative. 


JACOB M ANHEIMER, associ- 
ated with the essential oil business 
for over 75 years, sailed March 12 
on the Constitution for a month’s 
stay abroad. He will visit London, 
Paris, and other places. 


CHARLES’ B. CHRYSTAL, 
founder and president of Charles 
B. Chrystal Co. Inc., will celebrate 
his 55th anniversary as head of the 
company this coming October. Dur- 
ing the entire 55 years he has been 


president, and while he is taking it 
a little easy at present, he is still 
very active in the business. The 
company of which he is head is now 
erecting a new warehouse in Je 


sey City, N.J. which will double 


the capacity of the present ware 
house. 


HERBERT SOMMER, Prince 
Matchabelli, Inc. perfume chemist 
and production manager, and_ his 
wife recount their experiences and 
impressions during their European 
tour in a pamphlet entitled Date 
line: Europe 1951. 


MAURICE LEVY, president of 
Mauvel, Ltd., has been elected 
president of the Perfumery Import- 
ers <Assn., to succeed his late 


brother, B. E. Levy. 


DR. ERNEST MANGOLD has 
joined the reseach staff of Darby 
Food Corp., a division of Arrow 
Labs., Inc. 


MISS MALA RUBINSTEIN, 
niece of HELENA RUBINSTEIN, 
will address the wives of the N. J. 
Mirs. Assn. in Atlantic City, N. J., 


on May 3. Her subject will be “You 
Can Look Younger Than Ever.” 


“JASMIN ABSOLUTE ARTEFATTO” 


100°, Replacement for the natural absolute. 


Identical in character in all respects to its prototype, 


including its excellent fixative virtues. 


\ veritable masterpiece. A trial will convince you. 


The oz. 


Trial dram S7.00, 


1422 Chestnut St. 
Philadelphia 2, Pa. 


4 
cad 


1952 


SS.00,— The lb. $725.00 


MISS ANNA LEVY, cosmetics 
buyer for Hecht Bros., Baltimore. 
has taken a six months’ leave of ab 
sence, 


MAURICE G. 
has joined the 
Charabot & Cie, Grasse, France. 
which recently changed hands. Due 
to the poor health of M. Klaguine, 
the former owner the company has 
not been very active in the past few 
years. M. Klaguine is reported to 
have died February 29. The ney 
company is reported to be well fi. 
nanced and plans to resume its ac 
tivities in all parts of the world, 
particularly in the United States, 


COUDERCHET 


organization = of 


ALBERT E. WILLMS, sales en- 
gineer with Whittaker, Clark & 
Daniels, Inc., New York, N. Y., is 
recovering from his recent opera- 
tion and is expected to be back at 
work shortly. 


WILLIAM H. ROBERTS, JR. 
has been elected vice-president in 
charge of operation by the Glyco 
Products Co., Inc. 


P. C. MAGNUS, president ol 
Magnus, Mabee and Reynard, Inc., 
served as chairman and toastmaster 


DIE AND LABEL COMPANY 


Crealors o of fine Yatels, Tags and Packages 


154 WEST 14th STREET, NEW YORK 11, N.Y 
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Town, Inc. dedication 
March 13 at the Wal 
Hotel, New York, 


ol the Gi ls’ 
dinner on 
dorf-Astoria 
N.Y. 


JOHN P. COE, vice-president 
and general manager’ of the 
Naugatuck Chemical Division, U.S. 
Rubber Co., has received the 1952 
honor award of the Comme 
cial Chemical Development Assn. 
JAMES G. PARK, Enjay Co., Inc., 
served as panel member at the so 
ciety’s recent annual open meeting. 
LESTER JOHNSON, U. S. In 
dustrial Chemicals Co., 
elected an officer of the 
tion. 


been 
organiza 


has 


J. PAUL FOLSOM has given up 
his post as chief of the O.P.S. Drug 
and Cosmetic branch and is active 
again as general sales manager of 
Lederle Labs. MAURICE ASH, 
Merck & Co., has replaced him 


temporarily in the O.P.S. post. 


LEON H. LEVI, secretary ol 
Max Factor & Co., is abroad in 
specting British and European op 
erations of the firm, and discussing 
1952-1953 production and merch- 
andising plans with the company’s 
distributors and officers of — its 
branches. 


ELMER G. STILLWAGGON 
has been promoted to managership 
of the export department of Whit- 
taker, Clark & Daniels, Inc., suc 


Eimer G. Stillwaggon 


ceeding 


LOUIS STORCH, who 


has been appointed import mana 


ger. 


Obituary 
Ernest H. Christensen 
krnest H. Christensen, 58, pro- 
duction manager of J. R. Watkins 
Co., Newark, N.J., died March 11 
at his home in Scotch Plains, N.]. 


He had been associated with the 
firm for 26 years. 


USE WITCH HAZEL 


in your formulas ? 


Purityisimportant! 
American Witch Hazel is 
processed for purity by 
Ultra Violet Rays. Amer- 
ican is the world’s largest 
producer of Witch Hazel 
N.F—selling in bulk only. 
Sample and Prices 
Promptly Submitted. 


Send for Circular 
“Witch Hazel Story 
Labelled with Truth 


rit ~ peter 
fort 


AMERICAN DISTILLING 
& MFG. CO. 
EAST HAMPTON, CONN. 


— Sperone 


she 


Walter Fretz 


Walter Fretz who had 
sociated with Dodge & Olcott Inc., 
died March 5 following an illness 
of about three weeks at home. He 
was well known in the industry 
with which he had been associated 
for many years. 

He began his selling experienc 
with the Moore Push Pin Co. of 
Philadelphia, traveling over most 
of the United States and Canada. 
Then for quite a number of years 
both before and after service in 
World War I he was connected 
with the Joseph Burnett Co. rep- 
resenting it at various periods in 
New York, Philadelphia and Chi 
cago. In World War I he served in 
a machine gun battalion in the 
37th division in France as a non 
commissioned officer. In 1938 he 
joined Dodge & Olcott Inc. 

He was a member of the BIMS 
and his favorite recreations were 
golf, swimming and photography. 
He is survived by his wile, 
daughters and a son all of whom 
are married; three grandsons, three 
sisters and two brothers. He will be 
greatly missed by his family, friends 
and business associates for his ge- 
nial spirit will linger long in the 
memory of all who knew him. 


been as 


two 


ONSOLIDATED 
Established 1858 FRUIT JAR CO. 


NEW BRUNSWICK, NEW JERSEY 


SHEET METAL GOODS : SPOUTS : 


SPRINKLER TOPS : DOSE CAPS 


B-W LANOLIN U.S.P. 


EVENTUALLY—F or better creams, with economy 


B-W Lanolin the superior quality puts into your cream that which gives the 
skin that smooth soft velvety feeling. 


B-W Lanolin will never cause your cream to darken, is best by test and con- 
tains over 15% free and combined Cholesterol. 


No other base used in your cream, equals the merits of B-W Lanolin. 
B-W HYDROPHIL (Absorption Base) Made in U.S.A. 


BOPF-WHITTAM CORPORATION 


Executive Office, Laboratory 
and Factory: Linden, N.J. 
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America’s Original Lanolin Producer 
ESTABLISHED 1914 


Sales Office: 509 Fifth Ave. 
New York, N.Y. 
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rxtho fers 
PARR at a GbE ee 


WE CAN SUPPLY 
THE FOLLOWING BOOKS 


Chemical Formulary (Bennett) IX 

Condensed Chemical Dictionary 1950 edit. ......... 12.00 
Cosmetics and How to Make Them (Bushby) 3.00 
Drug & Specialty Formulas (Belanger) 6.00 
Emulsion Technology—a symposium 6.50 
The Essential Oils (Guenther) Vol. I 6.50 
The Essential Oils (Guenther) Vol. II 12.00 
The Essentia’ 9ils (Guenther) Vol. III 12.00 
The Essential Oils (Guenther) Vol. IV 12.00 
The Essential Oils (Guenther) Vol. \V 





Flavor (Crocker) 
Fundamentals of Detergency (Nevin) 


Hanley’s 20th Century Book of Formulas, Processes 
& Trade Secrets 


How to Make and Use a Small Chemical Laboratory 


AN EFFECTIVE 
and 
ECONOMICAL 


ASTRINGENT 


Introduction to Emulsions (Sutheim) 


The Law of Foods, Drugs & Cosmetics (Toulmin) 
One large volume, 1460 pages 


Manual of Essence Industry, (Walter) 

Modern Cosmeticology (Harry) 12.00 
Modern Cosmetics (Thomssen) 8.00 
Natural Perfume Materials (Naves and Mazuyer) .. 7.50 


Perfumery Synthetic Isolates—Paul Z. Bedoukian 


Perfumes, Cosmetics & Soaps (Poucher) 
Vol. I Raw Materials Dictionary 10.00 
Il Production of Perfumes 10.00 
Ill Treatise on Cosmetics 8.00 
is an anti-perspirant 
Perfumes & Spices (Verrill) 3.75 : i eal ce 
is non-irritating to the skin 
Pharmaceutical Selling, Detailing & Sales Training 


7 is only mildly acid 
(Peterson) 5.00 


Pas 
: st 
possesses deodorant properties * 
Practical Emulsions (Bennett) 3.50 requires no buffering : 
Principles & Practices of Beauty Culture (Wall) .. 6.00 it does not damage delicate 


Science & Art of Perfumery (Sagariin) 4.00 perfumes 


= 
= 
! 
! 
. 
. 


Soaps & Detergents (Thomassen & McCutcheon) .. 9.00 The wide acceptance of Chlorhydrol as the 


Spice Handbook (Parry) 6.50 active ingredient in anti-perspirant and deodor- 
. : ; ant preparations demands a critical review of 
Surface Active Agents (Schwartz & Perry) 11.00 


11 ae 1 ee 


your own product. Specify Chlorhydrol and you 


Synthetic Food Adjuncts (Jacob) 7.50 will have the best. 


Send for sample and technical data today. 





het Fee. 8 ce BOATS 


Send remittance with your order 


4 
“aT 


e 


wae 


Foreign postage extra 


FINE 
CHEMICALS 


Book Department: 


MOORE PUBLISHING CO. 


48 W. 38th St., New York 18, N. Y. 
BERKELEY HEIGHTS e NEW JERSEY 
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Market Report 





Raw Material Prices Still Slipping 


HE downward price trend 

that developed some months 

ago carried a number of raw 
materials used in soaps, cosmetics, 
flavoring materials, perfumes and 
several other finished products to 
new low levels. Another reduction, 
the third this year, brought refined 
glycerin prices down to the 1950 
level. Brazilian menthol dropped 
to a level where it hadn’t been for 
several years, and such items as 
citronella oil, lemongrass, gum ro- 
sins and Mexican vanilla bean 
showed further losses. 


Third Drop in Three Months 


The first reduction in refined 
glycerin occurred January 16, the 
second decline, February 14, and 
the latest one on March 8. The new 
and lower quotations are fully 2014 
cents a pound below the prices in 
force at the beginning of the year. 

While some glycerin refiners had 
been more or less expecting fur- 
ther declines, latest official figures 
placed January consumption at the 
highest level since May, 1951 or 
19,230,000 pounds. The latest re- 
duction in natural refined glycerin 
was immediately followed by a cut 
of 5 cents a pound in synthetic 
material to 3314 cents a pound, 
delivered in tank cars in contrast 
to 4214 cents a pound f.0.b., Texas 
quoted at the beginning of the year. 

Despite the series of reductions, 
the outlook in the glycerin market 
continues to be rather clouded, in 
the face of generally reduced de- 
mands and increasing stocks. 


Quatemalan Citronella Declines 


Trade in citronella oil showed 
no signs of picking up but, accord- 
ing to a report by The Essential 
Oil Producers Assn. of Guatemala, 
the drastic declines that have taken 
place in the Java type over the past 
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seven months should cause a 
marked reduction in production of 
this oil in the primary centers dur- 
ing 1952. Estimates from the Guate- 
malan Assn. of Essential Oil Pro- 
ducers indicate a 40 per cent de- 
cline in production from the 1951 
output of 1,365,000 pounds. 

The Formosan situation is said 
to be basically different from the 
Guatemalan, yet the similar factors 
which do exist are likely to affect 
citronella oil production. It is esti- 
mated that this year’s production 
in Formosa will be cut to 1,500,000 
pounds. 


Bourbon Vanilla at Lowest Level 


Bourbon vanilla beans continued 
at the lowest price level in many 
years while the Mexican varieties 
moved downward because of new 
crop influences. New crop Mexican 
cut vanilla beans were being offered 
at only slightly above $3 a pound 
at Laredo, Texas. While crops of 
both Bourbon and Mexican beans 
are expected to fall below the totals 
of last year, an absence of a sustain- 
ing demand has served to keep the 
local market in an unsettled posi- 
tion. With seasonal influences at 
work, consumption of _ finished 
products in which vanilla beans are 
used should improve. This in turn 
could bring about a livelier replace- 
ment demand for the account of 
extract manufacturers. 

In the aromatic chemical group 
eugenol and other items, depend- 
ent upon an uninterrupted flow of 
clove spice, displayed real strength. 
Manufacture of some aromatics had 
to be cut back because of the short- 
age and high costs of the spice. 
Citral, citronellol and several other 
chemicals reflected the downward 
trend in citronella prices. 

Due to further declines over the 
past month. Brazilian menthol is 


available at below $7 a pound—or 
the lowest level in the past several 
years. While the Chinese or Japan- 
ese has maintained a premium of 
$l a pound over the Brazilian ma- 
terial during the extended period 
of the downward trend, both Far 
Eastern varieties moved downward 
in sympathy with the Brazilian ma- 
terial. Despite the steady downward 
trend in menthol prices for over 
a year, the immediate outlook con- 
tinues highly clouded. Unsold lots 
of Chinese or Japanese menthol 
are getting down to a low level. In 
view of the present trade relations 
status with China there appears to 
be little hope of obtaining replace- 
ments from that country. Mean- 
while, offerings from Japan have 
been very light and at prices few 
importers have been able to pay 
in the light of a declining market 
here. Much speculation exists re- 
garding the size of consumer stocks, 
since the mild winter has undoubt- 
edly served to have an adverse in- 
fluence upon consumption. 


Castor Oil Down 

Among the vegetable oils all 
grades of castor oil were reduced 
114 cents a pound because of the 
continued influence of Brazilian 
and Indian imported materials. 
The steady flow of these imported 
oils injected a weaker undertone 
to the market. Tallow and greases 
moved irregularly at prices well 
below the levels in force earlier in 
the year. The demand for tallow 
and greases was generally restricted 
with most of the larger soapers 
being content to remain on the 
sidelines. 

More citric acid is available in 
the market but, with seasonal in- 
fluences at work, makers are look- 
ing forward to a gradual broaden- 
ing in activity. 
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How to produce 
more popular products 


Always remember— 
Never forget 


NORDA MAKES 
GOOD SCENTS 


Come to Norda if you want to make good 
scents pay off. Norda knows your needs. 
Norda scents make sales. Write today, 


right away, for free samples and catalogue. 


Norda ESSENTIAL OIL AND CHEMICAL COMPANY, INC. 


601 West 26th Street, New York 1, N. Y. 









CHICAGO LOS ANGELES 
TORONTO HAVANA 
LONDON 


























ST. PAUL MONTREAL 
MEXICO CITY 
PARIS 














sm for UNIFORM PURITY 
UNIFORM TEXTURE 
UNIFORM WHITENESS 





... A story in glass designed for 
you... designed to make your sales 
surge! The OBLONG FOOTED 
—new—now available in a complete 
size range because of the repeal of M51. 
Here is dramatic beauty —combining 
simplicity with stability. Dominate it 
with your label created by Glass Crafters 
in striking ceramic design. Adopt it and 
make yours — A Profit Story! 
In 1, 2, 4 and 8 oz. sizes 


Ask About It! 
















Experimental data and prac- 
tical manufacturing experience of nearly 
100 years’ specialization in beeswax and beeswax 


So AEne Ae SOPSCSSS compounds are at your service without cost or 


W. BRAUN CO. obligation. Write about your beeswax problems to 
DEPENDABILITY WILL & BAUMER CANDLE CO., INC., Syracuse, 
SINCE 1909 N. Y. Est. 1855 


Spermaceti—Ceresine—Red Oil—Yellow Beeswax —Composition 
Waxes — Stearic Acid — Hydistear 










304 N. CANAL ST., CHICAGO, 6 * 715 FIFTH AVENUE, NEW YORK, 17 qq 
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PRICES IN THE NEW YORK MARKET 


qmnnnnnnnnenetaMUA NEE ECSLITTEDELURAOUALAAAEURADASUAEEEAEUAEUAEROUUASOEOEAEO NEMA OAL OCURLAEOAEOAONEONAEOAEOESTOOSAUNEOUUNEURAULONOONUOEOSOUEOOUOUAUOODOODOSUNLOEOUEUELAROOUANOEEOEEOCUOEONOUEAUEUEUOEUAGOODO OOO AOUSOMBOEEEDOUROOLUUOOEOONOEOICOOONGUDGONOEAEROOUDONOGEONNENUOLELONARENAnOOUEUoNaooaeNoeneovedocseceng ives 


(Quotations on these pages are those made by local dealers, but are subject to revision without notice) 


ESSENTIAL OILS 


{ll prices per lb. unless otherwise 


fied. 

{lmond Bit, FPA per 
Sweet True 

Apricot Kernel 

\myris 

Angelica Root 

WE. eicewee 


\spie (spike) Span .. 


MED sceccace 
Bay 
Bergamot 
Artificial 
Birehtar, crude 
Birchtar, rectiiied 
Boise de Rose 
Cajeput U.S.P. 
Cajeput (technical) 
Calamus 
Camphor “White” 
Cananga, native 
Rectified 
Caraway 
Cardamon 
Casearillo 


Cassia, rectified, U.S.P. 


Cedar leaf U.S.P. ..... 

Cedar Wood 

Celery 

Chamomile Hungarian 

Cinnamon oil, Bark 
Leaf 

Citronella, Ceylon 


Ib. 3.254 
8a 
00a 
1.654 

...125.004 

1.654 
1.85@a 
1.00 
1.654 

14.804 

3.004 

1.25a 

2.504 

4.204 

2.154 

1.800a 

20.000 

28a 

10.00@ 

12.0040a 

1.050 

50.004 

10.000 

5.00@a 


coe S000 


ood 
16.504 

. .235.004 
35.004 
2.254 
B0d 


10.80 
13.10 

5.10 
62.50 
18,00 


».40 
3.50 
70 
20.00 


300.00 


50.00 
3.10 
1.35 


L10@ 
10a 
5.00@ 
5.20@ 
2.504 
24.004 
1.85@d 
5.154 


Java type 
Cloves, Zanzibar 
Madagascar 

Copaiba 
Coriander 
Croton 
Cumin 
Dill 
1.00@ 
6.25 
6.504 
1.30@ 
100d 
2.700 
6.504 
2.35@ 
16.50@ 
12.50@ 
7.004 
16.854 
1.75@ 
2.25@ 
2.504 
10.004 
3.25@a 
40-42% 6.654 
6.00a 
$504 
1.604 
7.60@ 
7.75@ 
1.500 
10.00@ 
4.004 


Erigeron 
Eucalyptus 
70-75% 
Fennel, Sweet 
Garlic (oz.) 
Grapefruit 
Geranium, Rose, 
Bourbon 
Turkish 
Ginger 
Guaiae (Wood) 
Hemlock 
Juniper Berry 
Laurel leaf 
Lavandin 
Lavender, French 
Lemon, Calif. 
Italian 
Lemongrass 
Limes, distilled 
Expressed 
Linaloe wood 
Lovage (oz.) 


Algerian 


22.00 


(.40 


20.00 
2.00 
2.80 
3.40 

12.00 

4.50 
8.50 
6.25 
8.65 
2.50 
9.25 

10.00 

4.80 

12.00 


5.50 


Marjoram 
Neroli 
Haitian 
French 
Nutmeg, East Indian 
Ocotea Cymbarum 
Olibanum 
Opopanax 
Orange, Florida 
Brazilian 
Calif., exp. 
Distilled 
Origanum, rectified 
Orris Root, abs. (0z.) 
Artificial 
Patchouli 
Pennyroyal, 
European 
Peppermint natural 
Redistilled 
Petitgrain 
Pimento, Berry 
Leaf 
Pinus Sylvestris 
Pumilio 
Rose, Bulgaria (oz.) 
Synthetic, lb. 
Rosemary, Spanish 
Sage, Spanish 
Sage, Dalmatian 
Sandalwood, N. F. 
Sassafras 
Artificial 
Snake root 
Spearmint 


Amer. 


90.004 
180.00@ 
1.350 
184 
5.754 
15.00 
2.004 
oo 
80a 
L.10@a 
2.254 
65.004 
36.00 
8.004 
4.10 
3.004 
7.154 
7.654 
3.154 
4.800 
2.554 
3.000 
3.354 
42.254 
26.000 
29a 
20a 
9.654 
10.004 


31.000 
7.654 


1.60 


110.00 
192.00 
5.90 
85 

20 
18.00 


_ 
2.00 


Nom’! 


Q°° 


a=-.io 


3.00 
70.00 
Nom’! 
12.00 
Nom’] 


4.25 


».iod 
58.00 
32.00 

1.25 

1.85 
12.00 

11.25 


1.00 
35.00 
8.00 


Lect Bush compounds 


give your products 


a real Spring 


W. J. BUSH & CO., Inc. 


19 West 44TH STREET, NEW YORK 36, N. Y. ° Murray Hill 7-5712 
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| 
Buy or sell at the 
@ PARIS 


INTERNATIONAL 
TRADE FAIR 


covering every field of 


industry and commerce 


MAY 17th to JUNE 2nd, 1952 


| 


(iva 


| 


® 49th consecutive year 


@ over 10,500 international 
exhibitors 

® over 2.800.000 visitors expected 

@ 125 acres of exhibition area 

Special Sections: Perfumes, cosmet- 

materials 


ics, packaging and raw 


INFORMATION 


French Chamber of Commerce of the United States 
630 Fifth Avenue, New York 20—Phone CI 6-0120-21-22 
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How to produce 
more popular products 


Always remember— 
Never forget 


NORDA MAKES 
GOOD SCENTS 


Come to Norda if you want to make good 
scents pay off. Norda knows your needs, 
Norda scents make sales. Write today, 


right away, for free samples and catalogue, 


Norda ESSENTIAL OIL AND CHEMICAL COMPANY, INC, 


601 West 26th Street, New York 1, N. Y. 


LOS ANGELES ST. PAUL MONTREAL 
HAVANA MEXICO CITY 
LONDON PARIS 


CHICAGO 
TORONTO 


: Wait for 
A. CAVALLA, ine. 163 wesr t8r Sree, NEW YORK 1, MY 


+S mafwese tee Sh 
of, PPTL: , 


oe 
ted Ft 
*. 


THE C. E. ISING CORPORATION 


MANUFACTURING CHEMISTS 
AROMATIC PRODUCTS 


FLORAL BASES 
ISOLAROMES 
(Fixatives) 
TRUODORS 
(For Perfumes and Toilet Waters) 
FOUNDED 1908 


FLUSHING NEW YORK 
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Roane 2.2: 2.75 
Spruce * 


18.60@ 20.00 Ethyl Capronate 2.20@ 3.15 
Sweet birch Southern .... 2.2: 3.00 


ll 
12 15.60@ 16.20 Ethyl Cinnamate 2.45@ 2.80 
Northern 95 8.00 14 (Peach so-called)  6.85@ 7.50 Ethyl Formate 10@ 80 
Tansy 85 9.10 16 (Strawberry Ethyl Propionate 0G 1.00 
Thyme, red 1.95@ 3.00 so-called 6.25@ 6.70 Ethyl Salicylate 1.00@ 1.50 
White 2.25@ 2.80 Amyl Acetate 604 70 Ethyl Vanillin 6.75@ 6.30 
Valarian, extra 75.00@ 88.00 Amy! Butyrate 100@ = 1.25 Eucalyptol 2.25@ 3.00 
Vetivert Amylcinnamic Aldehyde . 2.20@ 2.40 Eugenol 3.50@ 4.00 
Bourbon 23.00@ 27.50 Amyl Formate 1.00@ 1.25 Geranoil, dom 1.804 3.50 
Haitian . 20.00@ 25.00 Amyl Phenylacetate 3.75@ 4.10 Geranyl Acetate 2.25@ 3.10 
Java 35.00@ 38.00 Amyl Proprionate 1.25@ 1.60 Geranyl Butyrate 5.30@ 6.10 
Wintergreen, Southern ... 3.35@ 15.00 Amyl Salicylate 804 95 Geranyl Formate 5.50@ 6.25 
Northern 5.85@ 13.50 Amyl Valerinate 2.00@ 2.35 Guaiac Wood Acetate ... 4.65@ 5.00 
Wormseed 7.504 8.00 Anethol 1.50@ 2.50 Heliotropin, dom. 3.50@ 3.90 
Wormwood 6.50@ 7.00 Anisic Aldehyde 2.50@ 2.90 Hydrotropic Aldehyde ... 6.30@ 6.85 
Ylang Ylang, Bourbon ... 18.00@ 25.00 Anisyl Acetate 6.00@ 6.75 Hydroxycitronellal 8.00@ 8.90 
Haitian Nom’! Benzyl Acetate 15@ 85 Indol, C. P. 19.50@ 21.00 
Benzyl Alcohol 18a 85 Iso-borneol 1.65@ 1.80 
TERPENELESS OILS Benzyl Butyrate 1.75@ 2.00 Iso-butyl Acetate 85@ 1.50 
Benzyl Cinnamate 3.30@ 3.60 Iso-butyl Benzoate 1.10@ 1.50 
2.90 Benzyl Formate 2.00@ 2.30 Iso-butyl Salicylate 2.15@ 3.00 
Bergamot 23.00@ 27.00 Benzophenone 1.75@ 2.00 Iso-eugenol 4.654 4.90 
Grapefruit 35.00@ 40.00 Benzyl-Iso-Eugenol 9.60@ 10.00 Iso-safrol 2.10@ 2.80 
Lavender 11.00@ 15.00 Benzyl Propionate 160@ 2.20 Linalool 6.50@ 7.35 
Lemon 52.00@ 60.00 Benzyl Salicylate 1.904 2.10 Linalyl, Acetate 90% .... 6.65@ 7.00 
Lime, ex. 80.00@ 90.00 Benzylidene Acetone .... 2.00@ 2.75 65-70% 185@ 5.25 
Distilled 60.00@ 62.00 Bromstyrol 5.75@ 6.35 Linalyl Formate 12.50@ 13.20 
Orange sweet 135.00@ 170.00 Butyl Acetate, normal ... .194@ 204% Linalyl Propionate 11.40@ 12.00 
Peppermint 15.00@ 15.25 ‘innamic Alcohol 2.40@ 3.50 Menthol 
Petitgrain 5.50@ 6.40 ‘innamic Aldehyde 1.25@ 1.40 Brazilian 6.604 
Spearmint 13.00@ 15.00 inamyl Acetate 3.75@ 4.50 Japanese 7.75@ 
ral, C. P. 5.00@ = 7.00 Synthetic 6.804 
DERIVATIVES AND CHEMICALS ‘itronellol 2.50@ 3.10 Methyl Anthranilate 2.404 
‘itronellyl Acetate 1.00@ 1.60 Methyl Anthranilate 2.404 
\cetaldehyde 50% 2.50 ‘itronellyl Butyrate ..... 5.70@ 6.35 Methyl Benzoate 60d 
Acetaphenone 160@ 1.80 soumarin 2.95@ 3.50 Methyl Cinnamate 1.75@ 
195@ 2,25 Cuminic Aldehyde 6.00 Nom’l Methyl Heptenone 7.15@ 
12.50@ 13.00 Diethylphthalate 33544 A0 Methyl Heptine Carbonate 40.00@ 53.00 
2.00@ 2.30 Dimethyl Anthranilate .... 5.75@ 6.00 Methyl Naphthyl Ketone 4.75 Nom’ 
13.60@ 14.50 Diphenyl Methane L15@ 1.30 Methyl Phenylacetate .... 1.20@ 1.85 
2.30@ — 2.65 Diphenyl Oxide 1a ae Methyl Salicylate 50G 65 
9.00@ 11.00 Ethyl Acetate 354 38 Musk Ambrette 5.60@ 5.70 
17.10@ 17.30 Ethyl Benzoate 85d 90 Ketone 5.60 
8.35@ 8.60 Ethyl Butyrate 804 95 Xylene 15 1.90 


PLYMOUTH WAXES /.. 
CREAMS 


PLYMOUTH Genuine Spermaceti U.S.P. PLYMOUTH Sun-bleached White Beeswax U.S.P. 


lhis spermaceti should not be ifuse with inferior +mis 18 guarantee pe a ure S 


C 
Cc 
Cc 
Cc 


=> 


NWNWNFReI- 


We 


M. W. PARSONS-PLYMOUTH, Inc. 


9 BEEKMAN STREET 
NEW YORK, N. Y., U.S. A. 


aint RAPRYMAAN 2.2189 218 IRA 
Telephone BEEKMAN 3-3162—3163—3164 


Cable Address: PARSONOILS, NEW 


A complete line of Cosmetic Raw Materials 
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GUATEMALA 
CITRONELLA-OT] 
LEMONGRASS-OT] 


Essential Oil Producers Association—Guatemala, C. A. 


NEW HIGH STANDARDS OF QUALITY 
AND UNIFORMITY 
made possible by “primary source-to-user” control 
now shipped in sealed drums for extra protection 
PROMPT DELIVERY FROM GUATEMALA TO 
BUYERS WAREHOUSE (New York area) 
within 10 - 14 days. 


Apply for samples and prices to: 


JULIAN W. LYON HAROLD A. SOTHERN 


7 Dey Street 230 Park Avenue 
New York, N. Y. 


How to produce 
more popular products 


Always remember— 
Never forget 


NORDA MAKES 
GOOD SCENTS 


Come to Norda if you want to make good 
scents pay off. Norda knows your needs. 
Norda scents make sales. Write today, 


right away, for free samples and catalogue. 


Norda ESSENTIAL OIL AND CHEMICAL COMPANY, INC. 


601 West 26th Street, New York 1, N. Y. 


CHICAGO LOS ANGELES ST. PAUL MONTREAL 
TORONTO HAVANA MEXICO CITY 
LONDON PARIS 
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\ eroli 
Parat 
Para 
Parat 
Phen 

100 
Phen 
Phen 
Phen 
Phen 
Phen 
Phen 
Phen 
Phen 
Phen 
Safro 
seato 
My ro 


Vanil 


Neroline (ethyl ether) ... 2.5 ‘ Bismuth, subnitrate oe» 2.69 Rose Water, jug (gal. ‘ 1.50@ 
Paracresyl \cetate ... a.e ° Borax, ery stals, carlot ton 61.254 od Rosin, M. per ewt. ‘ 8.90G 
Paracresyl Methyl! Ether eT 3. Boric Acid, U.S. P.. ton 129.00@ 33.5 Salicylic OER aga ai 46 
Paracresyl Phenyl-acetate 756 >. Caleium, Phosphate O8@ 085 Saponin No. 1 . 279@ 
Phenylacetaldehyde 90) Tal ; Phosphate, tri-basic wees 0654 i Silicate, 40° drums, works, 
100% Camphor, pwd., domestic _ 00 _6: 100 pounds 1.10@ 
Phenylacetic Ac id Castoreum, nat., cans .... 7.20 . Sodium A arb. 
Phenylethyl Acetate . 00@ 2, Cetyl, Alcohol Extra 32 j 8% light. 100 pounds . 1.60@ 
Phenylethyl Alcohol . 19a Chalk, precip. bags, ¢ is... 02% A Hydroxide, 76% solid, i 
Phenylethy! Butyrate 20a Cherry Laurel Water, jug. ; 100 pounds ees) 3.354 
Phenylethyl Propionate 0a gal. ....... oe Nom’| Spermaceti —— 
Phenylethyl Salicylate . 354 Cree OEE vcccnsvucsccss coe 294 Styrax 
Phenylethy! Valerianate 5.704 CI, GN is kana wenx ia 12.00 Tartaric Acid 
Phenylpropy! Acetate . 400 Cocoa butter, bulk weeeee af 9 rb ragacanth, No. l 
Phenylpropy! aleohol ... 804 Cyelohexanol (Hexalin) .  .30@ 32 friethanolamine 
Safrol ee ; 95a 3 Dextrine, white, ewt. .... 8.54 8.69 \ iolet Flowers 
Seatol C. P. (oz.) .. 654 Fuller's Earth, Mines ton 27.00@ 30.00 Zine stearate, U.S.P. ..... 7 
Stvrolyl Acetate .... 1.75@ i Glycerin, ei ois 344d a Oxide, U.S.P. 20854 
Vanillin (clove oil) 5.000 Soap lye, crude 204 
(guaiacol) eee 3.000 a» Gum Arabic, pwd. eeecece 21a . 
Lignin .. 3.000 3.25 Amber . .. 64a i OILS AND FATS 
Vetiver Acetate .. 47.50@ 50. Gum Benzoin, Siam .....  3.50@ : 
Violet Ketone Alpha .... 9.90@ J Sumatra A0G A Castor, refined, drums . “ 30d 
Yara Yara (Methyl ether) 2.35@ — 2. Gum Galbanum 80d 95 Coconut, crude, Atlantic 
Gum Myrrh 304 4 ports, tanks 09Y4@4 
Henna, pwd. eeea 254 od Double distilled, drums .1844@G 
BEANS Kaolin ere 05a i Corn, crude, Midwest, 
Labdanum 5.00@ ; mill, tanks 134,a 
Lanolin, hydrous 344 a Corn Oil, refined, tanks .. .1544@ 
Anhydrous 364 a Cottonseed, crude tanks .. .124@ 
Magnesium, carbonate ... .114@ ‘ Grease, white 
Stearate 38a As Lard, Chicago ol Nom’! 
Musk, ounce 10.004 00 Lard, Oil, common, 
Olibanum, tears 204 25 No. 1 drums 10G ll 
Siftings 16a 18 Olive, edible (gal.) 2.200@ ~=2.30 
Orange Flower Water, Peanut, crude tanks jA34%4a 
SUNDRIES AND DRUGS gal. 2.25 Peanut, refined tanks .... .1644@ 
: Orris Root, Italian 26 Red Oil, single distilled 
Acetone ..+- LOYWG 14 Paraffin 06544.@ 07% drums A2Y4@ 13% 
\mbergris, ounce 8.00@ 17.50 Peroxide (hydrogen U. S. P.) Double distilled 16 
Balsam, Copaiba 1.604 1.80 bbls. 03344 05 Stearic Acid 
Peru 2.00 Petrolatum, white 064,@ 08% Triple Pressed ali 144, 
Beeswax, bleached, pure Quince Seed 1.50 Double Pressed 12% 
iS Are at 80 Rice Starch ‘ 14 Tallow, acidless, drums .. .10@ 10% 
Yellow, refined 65 .68 Rose flowers, pale ‘ A8 Tallow, extra 05344 05% 


Vanilla beans 

Bourbon 2.854 
Mexican, cut 3.654 
Mexican, whole 1.754 
Tahati 2.45a 
Tonka Beans Surinam ... 1.00@ 
(ngostura 1.75@a 


ww 


— i DO Ol ee CO 


safeguard your emulsions with 


VEEGUM 


Protect emulsions from separation with the same agent used to 
control viscosity. Wery small amounts of Veegum are extremely 
effective in stabilizing emulsions prepared with non-ionic and 
anionic surface agents. Less than 1% Veegum will permanently 
stabilize many types of emulsions containing oils, fats, and waxes. 
Veegum also effectively stabilizes liquid emulsions containing 
significant amounts of electrolyte. 


As a thickener, Veegum is white, opaque, non-tacky, and non- 
gelatinous when dispersed in water. Its unique action of thicken- 
ing with heat maintains product consistency at higher than normal 
temperatures. 


Veegum is non-toxic and non-irritating. It is highly purified 
Colloidal Magnesium Aluminum Silicate. Use Veegum for im- 
proved emulsification, suspension, and thickening. 


Our expanded plant is now supplying Veegum to meet the steadily 
increasing demands of the cosmetic industry. May we serve you 
and your product? Write today for the complete Veegum Story. 


R.T. VANDERBILT CO. 


SPECIALTIES g DEPARTMENT 


----230 PARK AVE., NEW YORK 17, N. Y.---- 


(C) Please send Veegum Bulletins A110 and A41. 
() Please send sample of Veegum. 


NAME 


POSITION 
(Please attach to, or write on, your company letterhead) 


ee | 
ee eee eee nema d 
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CLASSIFIED ADVERTISEMENTS 


Rates per line, per insertion: Business Opportunities, $1.00; Situations Wanted 


and Help Wanted, S0c. Please send check with copy. 


BUSINESS OPPORTUNITIES 


WANTED: Cancelled-unshipped-rejected or overstocked toiletries, 
chemicals, drugs, solvents, pharmaceuticals, oils, pigments, etc. 
CHEMICAL SERVICE CORPORATION, 80-08 Beaver St., New 
York 5, N. Y. HAnover 2-6970. 


WANTED: A Good used Viscolizer or homogenizer. Give, size, 
make, price and condition. Write Box 2928, The American Per- 
fumer, 48 West 38th St.. New York 18, N. Y. 


WANTED: World famous makers of high standard PERFUME 
OILS and FLAVORS look for aggressive agents throughout the 
United States and Central and South America. Interesting pros- 
pects for active people. Write for full information to Box 2943. 


The American Perfumer, 48 West 38th St., New York 18, N. Y. 


PRIVATE LABEL STICK COLOGNE 
We can offer the very best quality and handle large production 
volume. Many originators. At 
present supplying some of the largest concerns in the country. 
MIR-I-BEN LIPSTICK LABORATORIES, 2508 Nicollet, Minnea- 
polis 4, Minn. 


years experience—we are the 


FOR SALE: Patterson S/S Kneadermaster, 110 gal. capacity; 3 
AMF Glen Mixers, 340, 160, 120 qt. sizes; Colton 17A Tube 
Filling, Closing & Crimping Machine; Stokes DD2 Tablet Ma- 
chine; Colton #4 Auto. Tube Closer & Clip Fastener; 2-Bright- 
wood Box Machines; Munson 2000#% Rotary Batch Mixer; 1— 
Day 18504 & 1—1250#% Spiral Ribbon Mixers; Capem SIF 
Capper; 8—Shriver Plate & Frame Filter Presses, 30”, 24”, open 
or closed delivery; 24” closed & 30” open delivery Aluminum 
Filter Presses; Std. Knapp Self-adjusting Gluer-Sealer & Comp. 
Unit; 17—S/S Kettles up to 500 gal., some with agitators; 1- 
Dopp 150 & 2—100 gal. Cast Iron jktd. agit. Kettles; 53 Alumi- 
num Rectangular Closed Storage Tanks, including 800, 600 & 200 
gal. capacities. ONLY A PARTIAL LISTING. Save time and 
money by sending your inquiries to CONSOLIDATED PROD- 
UCTS CO., INC., 14-15 Park Row, New York 38, N. Y. Phone: 
BArelay 7-0600. 


80 Gals. 4 oz. Tinct Civet $6.00 gal. 20 Gals. 2 oz. Tinct. Amber- 
gris $10.00 gal. Samples on request. Ambergris packed 1 gal. 
bottles—Civet 5 gal. cbys. Write Box 2944. The American Per- 
fumer, 48 W. 38th Street, New York 18, N. Y. 


SITUATIONS WANTED 


COSMETIC CHEMIST: 15 years of experience. Unusually good 
for all kind of face and hand creams, lipsticks, lotions, etc, Ex- 
cellent for a high class line. University graduate. Write Box 


2897, The American Perfumer, 48 West 38th St.,. New York 18, 
New York. 
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PROFESSIONAL SERVICE 


“L’ART de la PARFUMERIE par EXCELLENCE 


DR. JEAN JACQUES MARTINAT 


PERFUMER-CHEMIST CONSULTANT 


Perfumes 
Cosmetics 
Toilet Articles 
Soaps 

Flavors. 


Creations of Highly Original Perfumes 
Duplications of Most Difficult Fragrances 
Unique Kind of Professional Services. 


333 WEST 52ND STREET, NEW YORK 19, N.Y. 
TEL, PLAZA 7-3861 


Kindly Inquire 


OUR CHEMICAL CONSULTANTS CAN HELP YOU 
In Cosmetic Formulation and Improvement 


We likewise serve in Packaging Problems . . Perme. 
ability and Dermatological studies . . . Organoleptic Panel 
Tests on Taste, Odor, Flavor Evaluation. 


Write Today FOSTER D. SNELL... 
for Booklet No.3 Nae CECE. 1s 


29 W.15'» St. New York IN) 


WArnins 4-8800 


eae Manu 
CHEMICAL SERVICE 


“The Chemical 
Consultant and 
Your Business” 





Carl N. Andersen, PhD 


Consulting Chemist 


Cosmetics, Soaps and Synthetic Detergents 


342 Madison Ave., New York 17, N.Y. 
Phone: Vanderbilt 6-0492 


Laboratory: Briarcliff Manor, N.Y. 
Phone: Briarcliff 6-1550 





LEBERCO LABORATORIES 


irritation Studies—Sensitivity Tests 

Toxicity and Safety Tests on 

Shampoos—Cold Wave Lotions—All Cosmetics 
Pharmaceutical and Cosmetic Research 
Hormone Assays—Bacteriological Studies 


127 HAWTHORNE ST., ROSELLE PARK, N. J. 


ALBERT B. PACINI, Sc.D. 
Cosmetic Consultant 
Processes Produets 
208 N. Maple Ave., East Orange, N. J. 
Tel.: ORANGE 2-7806 





GEORGE W. PEGG Ph. C. 
Consulting Chemist 
MEDICINALS COSMETICS 


Specializing in Labeling and Advertising 
to meet Federal and State Regulations 


Appointments promptly arranged 
57 Fourth Ave. Telephone ORange 3-9007 East Orange, N. 4. 
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How to produce 
more popular products 


Always remember— 
Never forget 


NORDA MAKES 
GOOD SCENTS 


Come to Norda if you want to make good 
scents pay off. Norda knows your needs. 
Norda scents make sales. Write today, 


right away, for free samples and catalogue. 


Norda ESSENTIAL OIL AND CHEMICAL COMPANY, INC. 


601 West 26th Street, New York 1, N. Y. 


CHICAGO LOS ANGELES ST. PAUL MONTREAL 
TORONTO HAVANA MEXICO CITY 
LONDON PARIS 


FIFTH AVENUE 
PROTECTIVE ASSOCIATION 


142 Lexington Ave. Our Own Building 
New York 16, N. Y. 


47 Years of “RESULT PRODUCING" Service 
Proves Our Worth. The “TRADES” Recognized 
CREDIT and COLLECTION AGENCY. 


“TRAVELING ADJUSTORS == RESULTS” 


The Essential Oils 


Five Volumes 


By Ernest Guenther, Ph.D. 


Vol. |: All the information on the chemistry, 
production, and analysis of essential oils. 448 pp. 
$6.50 postpaid. 

Vol. Il: Data on several hundred constituents of 
essential oils . . . formulas, occurrence, 
physico-chemical properties, and methods of 
identification and isolation. 852 pp. $12.00. 
Vol. Ill: Monographs describing oils of plant 
families Rutaceae and Labiatae . . . origin and 
methods of cultivation of individual oils. 777 pp. 
$12.00. 

Vol. IV: Monographs of individual oils arranged 
botanically, covering six families, 752 pp. $12.00. 
Vol. V: Further monographs covering oils im- 
portant to flavors, perfumes, and soaps . . . plus 
natural flower concretes and absolutes. 507 pp. 
$9.75. 

Each volume an encyclopedia in itself . 
Comprehensive Index at close of each book. 


Order Directly Through 


MOORE PUBLISHING CO., BOOK DEPARTMENT 
48 W. 38th St. New York 18, N. Y. 


Aromatic Chemicals 
FOR PERFUMERY AND FLAVORS 


Iso Propyl Quinoline e Isobutyl Quinoline 
Ethyl Anthranilate e Butyl Anthranilate 


Skatol 
Linalyl Anthranilate e  Linalyl lsobutyrate 


AIRMOUN} 


CHEMICAL-~CO., INC. 
600 Ferry Street Newark 5, N. J. 


JOHN HORN 835-839 TENTH AVE., NEW YORK 19, N.Y 
DIE STAMPING ENGRAVING EMBOSSING 
Telephone: * Cable Address 
COLUMBUS 5-5600 HORNLABELS NEW YORK 


Essential Oil Review April, 1952 397 





INDEX TO ADVERTISERS 


Alsop Engineering Co. 

American Cholesterol Proc 

American Distilling & Mfg. Co. 

Aromatic Products, Inc. ............ 

Asociacion de Productores de Aceites 
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Atlas Powder Co. 
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Soap 
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Neumann Buslee & Wolfe, Inc. .... 
New York Aromatics Corp. ........ 
Norda Essential Oil & Chemical Co. 


Inc. 320, 322, 324, ; 


Northwestern Chemical Co., The ... 


Orbis Products Corp. ............+: 
Owens-Illinois Glass C 


Pantone Press 

Pare Inc.. C agnie 
arento, Inc., Compagnre 

Parsons-Plymouth, M. W. 


Peerless Tube Co. 


Facing Page : 


Penick & Co., S. B. ... 
Pennsylvania Refining Co. 
Perry Bros., Ine. 

Polak & Schwartz, Ine. 


Polak’s Frutal Works 


Reheis Co. 

Richford Corp. 

Ritter & Co., F. 

Robertet, Inc., P. 

Robinson Wagner Co., Ine. ... 
Roubechez, Inc. 
Roure-Dupont, Ine. ...... 


Sagarin Institute for Olfactory Re. 
search, Inc. 
Schinomel & Co, Te. vccesccvcsvens 
Secovill Manufacturing Co. 
Sheffield Tube Corp. 
Insert between 304-305 
Seell., Foeater Bi, TC... oc ccccccvecat 326 
Solvay Sales Div., Allied Chemical 
& Dye Corp. 
Special Glass Products Co. 
Standard Cap & Molding Co. ...... 
Sudbury Import Co. ~ 
Sumitet GeOwers csocvccivcssesscat 302 
Synfleur Scientific Laboratories, Ine. 
Facing Page 297 
Semnsenethe CORD. 6 cconecccvavceets 


Tombarel Freres 
Tombarel Products Corp. .......... 
Turner White Metal Co., Inc. ...... ~ 
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CAMILLI, ALBERT & LALOUE, S.A. 


Established 1830 


Grasse, France 


MAXIMAROME 


ESSENCES 


ar 


Ros 


ALMOND OIL 
ANGELICA 
BASIL GRASSE 
BERGAMOT, Terpeneles 
CHAMOMILLE Roman 
CARROT 

CELERY from Seed 
CLARY SAGE 
CORIANDER 

COSTUS 

CYSTE 


BITTER F.P.A GALBANUM 
HYSSOP 
LAVENDER 
LAVANDIN 
LOVAGE 
MELISSE 
NIAOULI Natura 
OLIBANUM 
OPOPONAX 
ORANGE Bitter 
OTTO OF ROSE 


PATCHO 
PEPPER Black 
PETITGRAIN . : 
OSEMARY in Pp 
SANDALWOC 

TARRAGON Ros 
TANGERINE 

THYME 4 
VERBENA that 
VETIVER 

YLANG YLANG ’ Let 


und 


Above Natural Perfumers’ Materials Stocked by Our American . 
: will 
Affiliate Jasmin 


CAMILLI, ALBERT & LALOUE, INC. Plaza 3-6070 


Cable address: Maximarome 


Mimosa 


14 E. 48th St., New York 
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ROSOTTONE D 


arose odor with greater flexibility ! 


Rosottone* D captures the basic rose perfume note and has that indefinable lasting 
undertone found in the natural Rose Otto. Now Rose Otto can be safely replaced 
in perfume compositions by the simple addition of 5°, Laevo Citronellol B. A. to 
Rosottone D. The total cost of this replacement is about $12.50 per pound, a price 


that makes the Rose Otto effect available for the most inexpensive perfumes. 


Let us send you a sample of both Rosottone D and Laevo Citronellol B. A. or we 


will blend them as we have recommended above. 


*Trade-mark of The Dow Chemical Company 


BUSH AROMATICS 


DIVISION OF THE DOW CHEMICAL COMPANY e 629 GROVE STREET e JERSEY CITY 2, N. J. 


DOW CHEMICAL OF CANADA, LIMITED, TORONTO, CANADA 
EXCLUSIVE SALES REPRESENTATIVE FOR SYNAROME IN THE UNITED STATES, CANADA AND CUBA 








evocative 


provocative 


Browsing in our library of creative 
substances evokes pleasant memo- 
ries of Firmenich specialties you 
have employed effectively; provokes 
your imagination to the possibilities 
of new creations and the. refresh- 
ment of formulas now in use. The 
facilities of Firmenich . . . world- 
wide and world-renowned . .. are 


at your command. 


FIRMENICH & 
CHUIT, NAE! 


“i 


An artist's conception of the vibrational 
theory of odour—the intramolecular vibra- 
tions which affect the olfactory nerves, but 
are too delicate to detect by instruments. 
Drawn by Witold Gordon for Firmenich. 
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